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Executive Summary 

The Kentucky Double Dollars program engaged the Kentucky Center for Agriculture and 
Rural Development for a Five-Year Strategic Plan.  Kentucky Double Dollars (KDD) 
incentive program involves four categories of incentives across three location types, 
including farmers markets, Fresh Stop Markets, and retail stores.  In the next five years, 
KDD will also expand into community supported agriculture (CSA) and producer-owned 
farm stands.   

Kentucky Double Dollars stakeholders feel that it is benefitting both farmers and 
recipients and that the program is working smoothly.  All participants and stakeholders 
saw the importance the program, from farmers, markets, retails, and consumers.  KDD 
has found a way to work well at a higher-end food coop, which is not a traditional place 
for SNAP expenditures, and program staff are well-regarded as resources. More farmers 
are able to sell into rural grocery stores through the program, and stakeholders like 
both retail and market incentive model.   

However, Kentucky Double Dollars lacks a cohesive marketing campaign, formal 
guidelines for selecting locations, and applications for all location types.  Community 
partners and funders that should be interested in the program may not be aware of the 
program or the impactful stories it can tell.  In particular, marketing campaigns for all 
program constituencies need to be developed and implemented.  Reaching SNAP 
participants has proven difficult for most models, except the Fresh Stop Markets.  More 
technical support will be required to move the needle for consumer participation in 
rural areas and at retail stores.   

KDD has a good opportunity to increase consumers and redemption in rural areas and 
at retail stores, where the SNAP consumer base is currently low.  To create a greater 
network of community partners, KDD must have effective branding and tell the story of 
KDD from a community, farmer, and consumer perspective.  By building a greater 
awareness of the program, the connection between food, health, and the local economy 
can result in deeper relationships with funders and community partners.   The CSA 
model and increasing Fresh Markets offer unique opportunities to form new 
partnerships and create opportunities for farmers to reach consumers who thought local 
food programs were out of their reach.   

As the program expands, it will feel some tension between farmers who sell at farmers 
markets, through CSA, and at retail stores, especially in rural areas.  Additionally, the 
types of agriculture chosen to pilot some of these items, including organic versus 
conventional production methods, may cause friction.  Opening the program up to 
additional retailers and other opportunities such as CSA means that questions of match 
and how to cultivate an active participant versus passive recipient will likely increase.   
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The scope of the expansion includes up to 100 farmers markets and Fresh Stop Markets, 
10 retail locations, and seven CSA farms.  Included in the retail locations are two to 
three farmer-owned retail markets to assist spreading the program into rural areas.  The 
expansion of SNAP at farmers markets will involve efficient technical assistance for 
markets, local fund raising for market administration, and increased outreach to 
participants and community members.  Going forward, continuing to balance the 
benefits between the two groups of beneficiaries, farmers and consumers, will be key to 
improving the program participation and folding markets in as active participants, not 
passive recipients.  SNAP is uniquely positioned as a support system for both consumers 
and farmers.  During economic downturns, the number of households eligible for SNAP 
increases, which brings food dollars into the local economy.  However, to benefit from 
that, the program must find a way to reach SNAP consumers, who are not a 
homogeneous group.   

Program staff do not have the bandwidth to implement and track marketing efforts 
necessary to reach farmers, consumers, and other stakeholders. For that reason, an 
additional 20 hours a week is recommended for KDD marketing to the target groups, 
including participants, farmers, retailers, community partners, organizational partners, 
and policy makers.  Marketing for the program must recognize the different goals, 
different constituencies, and different methods necessary to communicate the 
program’s benefits. By not having cohesive marketing plans that are implemented by 
their program partners, the program is missing an opportunity to build broader support 
and increase program participation. 

Marketing materials have an opportunity to promote individual stories of markets and 
customers benefiting from the program.  These individual stories appear to be missing 
from the materials promoting the program.  The program is sitting on a proverbial gold 
mine of great pictures and stories from markets about the impact the program is having 
on local constituencies.  The marketing and communications program must enable local 
markets and retailers to communicate with local stakeholders about the program.  Local 
officials, local Chambers and economic development agencies, and health entities all 
have a stake in the success of the program. However, markets are not being tracked on 
whether they are reaching out to those constituencies and the results of those 
interactions. 

Farmers markets and Fresh Stop Markets must understand that they are expected to be 
active partners and that their willingness to do local outreach is a deciding factor into 
whether the program will continue or not.  In looking at the participating farmers 
markets in the KDD program the websites and social media pages indicated that less 
than 50% mentioned the programs they accepted or the Double Dollars Program.   

For maximum farmer impact and Kentucky Double Dollars redemption, prioritize retail 
locations in Jefferson and Warren Counties for the upcoming 5-year expansion.  
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Emphasizing these counties will have the greatest impact for the greatest number of 
SNAP recipients in the state’s urban areas.   

Background  

In late 2020, Community Farm Alliance and Bluegrass Farm to Table engaged with the 
Kentucky Center for Agriculture and Rural Development (KCARD) and UK’s Community 
Economic Development Initiative of Kentucky (CEDIK) to help develop a 5-year strategic 
plan for the Kentucky Double Dollars program.  In the past 6 years, this program has 
grown dramatically from one farmers market to a statewide initiative, and as the 
program grew, leaders of the program wanted an analysis of where it stood and help 
defining a direction for the program going forward.    

By 2014, at least one farmers market in Kentucky was setting up and piloting its own 
“Double Dollar” programs for SNAP and/or WIC recipients.  Community Farmers Market 
in Bowling Green had been raising funds locally, through individual farmers market 
shopper contributions and funding from local businesses and non-profits.  Shortly after, 
CFA hired staff to assist in similar, grassroots efforts at other markets around Kentucky, 
with the staff member talking to interested markets and using lessons learned from 
Community Farmers Market to help farmers markets implement their own programs.    

In 2015, the Bluegrass Community Foundation, who had partnered with Bluegrass 
Farm to Table, was awarded a Food Insecurity Nutrition Incentive (FINI) pilot grant 
through the United States Department of Agriculture (USDA) for over $47,000.  FINI 
grants specifically worked to increase the percentage of SNAP benefits spent at farmers 
markets, increasing the purchase of fruits and vegetables.  The program 
was initially modelled after two pilot programs: the Fair Food Network’s Double Up 
Food Buck Initiative and Wholesome Wave’s Double Value Coupon Program.  The 
program aimed for innovative strategies that are replicable and emphasized locally 
available and culturally-relevant fruits and vegetables, as well as direct to consumer 
marketing.  FINI looked for applications that had a history of successful nutrition 
programs in low-income communities.   

In the first six months of the pilot Blue Grass Double Dollars program, redemption rates 
for the voucher program were nearing 80%, with over $15,000 in Kentucky producer 
purchased with vouchers.  In her testimony before the U.S. House of Representatives 
Committee on Agriculture Subcommittee on Nutrition, Dr. Ashton Potter Wright from 
Bluegrass Farm to Table described their pilot and the program as a “win-win for 
SNAP recipients and Kentucky Farmers” (Hearing to Review Incentive Programs Aimed 
at Increasing Low-Income Families’ Purchasing Power for Fruits and Vegetables, 
2016). The program allowed SNAP recipients to double their purchasing power toward 
local produce at the Lexington Farmers Market, Good Food Co-op, Lexington Market 
East End, and Lexington Fresh Stop Markets.  Across all of these sites, the program gave 
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out $10 vouchers for each $10 spent.  Unfortunately, after the first year of the grant, 
Lexington Market East End, a corner store in a food desert, was unable to continue with 
the program due to personnel changes.    

In 2017, Community Farm Alliance partnered with Bluegrass Farm to Table 
to use experience from the 2015 pilot grant and other farmers markets across the state 
to create a state-wide program called “Kentucky Double Dollars (KDD).” Community 
Farm Alliance was awarded $602,159 for four years through the Gus Schumacher 
Nutrition Incentive Program (GusNIP), which was the successor of the original FINI grant 
program.  In addition, the Kentucky Agricultural Development Fund awarded CFA 
$262,000 for two years at the same time, providing funding for meat, eggs, and dairy 
SNAP purchases, as well as doubling WIC Farmers Market Nutrition Program vouchers, 
and Senior Farmers Market Nutrition Program vouchers.  Additional funding partners 
included WellCare of Kentucky, BB&T, and Passport Health Plans.  Through these and 
other sources of USDA funding, CFA was also able to offer support for farmers markets 
to hire a market manager.   

While the program lost the participation of the Lexington East End Market, Kentucky 
Double Dollars partners recruited their first rural grocery store, an Independent 
Grocers Association (IGA) in Manchester, KY.  The IGA began offering KDD for SNAP fruit 
and vegetable purchases in May 2020, and the locally-owned IGA chain will expand into 
at least one more store in 2020.  Good Foods Co-op continues to partner with KDD, 
having participated since 2015.  
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Methods  

KCARD has reviewed several sources of primary data, including Kentucky Double Dollar 
redemption and participation records since 2017 and reports collected by Community 
Farm Alliance from 2020 KDD participants.  KCARD has also interviewed key 
stakeholders in the program. KCARD compiled information from farmers market reports 
and data tracked by CFA to compare differences among markets locations, types of 
markets, and redemption rates.  In addition, KCARD is using the qualitative data from 
market reports and interviews with stakeholders to develop recommendations.    

KCARD has interviewed 31 past, current, and potential program participants, including 
farmers market managers, retailers, and farmers.  In addition, KCARD 
interviewed 10 stakeholders, including staff from CFA, Bluegrass Farm to Table, the 
University of Kentucky’s Community and Economic Development Initiative in Kentucky 
(CEDIK), the Kentucky Department of Agriculture (KDA), the Governor’s Office of 
Agricultural Policy (GOAP), and National Grocer’s Association (NGA) Tech Assistance 
Center. A list of interviews can be found in Appendix A. All interviews were conducted 
by video conference or phone calls.  Questions varied by interview type, and can be 
found in the Appendix B.  

KCARD reviewed marketing materials provided by CFA and developed a marketing and 
communications plan for the program in concert with the strategic plan under 
development.  In addition, KCARD researched target participant demographics, funding 
program history, innovative uses of other double dollar programs, and other relevant 
information online.   
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Focus Group SWOT Analysis 

On February 2, 2021, the strategic planning team of KDD came together for a focus 
group session via Zoom to discuss the programs current challenges, opportunities and 
successes over the past five years and looking ahead to the next five years.  Myrisa 
Christy, Programs Manager of the Kentucky Center for Agriculture and Rural 
Development (KCARD), facilitated the discussion, with Haleigh Young and Cara 
Stewart from KCARD assisting.  

Composition of the Group  
The KDD Strategic Planning Team includes the CFA Executive Director, the CFA 
Development Director, the CFA Grants Manager, the CFA Food Access Program Director, 
Bluegrass Farm to Table, and the UK Community Economic Development Initiative of 
Kentucky (CEDIK) staff.   

Key Findings  

• The focus group felt that the program was a win-win for both customers and 
farmers.   

• The inclusion of retail locations into the KDD program may cause tension among 
retailers and farmers markets.    

• Clear guidelines for being accepted in the KDD program need to be created.   
• The economic impact of the KDD program is unclear.  
• Using some organizations to help pilot programs may create tension among 

farmers with different production practices.    
• Focus group participants related that farmers markets saw and increase in 

participation and customers.   

STRENGTHS  

Who is the program for? Farmers, consumers, retailers?  
Focus group participants said the program was for the consumers and farmers equally, 
but they did acknowledge that keeping those equal was a delicate balance.  The group 
seemed to recognize that more consumers could be impacted by serving metropolitan 
areas with the most SNAP recipients but that would impact fewer 
farmers.  Additionally, different funders emphasize low-income food access over farmers 
and economic development or vice-versa.   

• If the program were for one group over another, it could look dramatically 
different.   

• Focusing on improving the availability for SNAP recipients could cause strain or 
tension on the between retailers, farmers markets, and urban areas.     
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• There is division on where the program is most beneficial to consumers versus 
farmers.  In large urban areas like Louisville and Lexington, it can benefit more 
consumers but fewer farmers in retail stores, versus the rural areas where it 
benefits fewer consumers and more farmers.  

Is the program benefitting the groups it is serving?   
Some focus group members believe KDD was doing a great job and successfully 
reaching the intended beneficiaries.  Others said KDD can grow and do more with help 
and promotion from participating partners.   

• SNAP Dollars being used at farmers markets were signs of the program success 
because this meant SNAP dollars were strengthening the local economy.  

• Others believe the impact is being overstated by placing emphasis on certain 
metrics, especially related to farmer income and jobs. “The program needs to 
create new sales not replace existing sales.”    

• A deeper look at benefits for consumers is needed.  Complete analysis 
of improved health, improved eating habits, and healthier lifestyle of the 
participants is not currently being considered.    

• One participant stated that farmers weren’t expanding their farms due to this 
program but are going home with “emptier trucks.”  

How is Double Dollars seen in the community? Beyond farmers markets?  
The group believes that statewide, other than seniors and those in the farmers markets, 
there is little knowledge of the program.  The group feels that the program is not visible 
beyond the farmers markets and retailers it serves, lacking a broader reach to 
consumers, farmers, retailers, and funders.    

• In rural communities, the senior vouchers and senior KDD almost runs itself.   
• There is a lack of recognition of it as a state-wide program beyond the locations 

that participate, especially among SNAP recipients.   

  

Did COVID bring out any positives?   
The pandemic had both positive and negative impacts on markets, showing strengths 
weaknesses in farmers markets and the KDD system.  Depending on the market’s 
location, personnel strength, and overall organization, some markets saw an increase in 
sales and SNAP redemptions.   

• According to one focus group member, farmers markets who already took SNAP 
saw a 200% increase in redemption rate.  

• Due to the pandemic, there was an increase of families cooking at home.  These 
families turned to local farmers markets for a stable supply of fresh food.   
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• Markets that were not well organized or had little leadership were not able to 
thrive and even declined.   

• The Pandemic EBT (PEBT) cards helped increase SNAP redemption at markets by 
creating new EBT customers.  

What are the biggest strengths of the program?  
The model is good, and it is designed to benefit both farmer and customer.    

• Stakeholders have a strong feeling of pride in the broad coalition 
of organizational support for the program.  

• Markets that embraced the program grew their business and overall market 
participation.   

WEAKNESSES  

What is the biggest weakness/roadblock over the past several years?  
Reaching WIC and SNAP participants that need the program is the greatest difficulty. A 
lack of unified marketing and branding were identified.    

• Kentucky Double Dollars relies on the various organizations to share information 
with their participants, but not all organizations emphasis the program, such as 
health departments or some extension personnel.   

• Participants enrolled in the WIC and SNAP programs change regularly, thus 
making it necessary to continually educate new participants.    

• Each location has an individualized way of sharing the programs information.   
• Farmers markets are not all organized the same and not all have someone to 

organize the information and promote the program.    
• Stable funding is another weakness.  Relying on KADF when they are cutting the 

funding as the demand is increasing creates uncertainty.   
• Grant requirements of 51% of spending being on incentives create a hardship on 

allocating admin time since redemption rates are not known until administration 
funds are spent.    

Does securing matching funds create a hardship?  
Many of locations are in rural areas with strained economies, so asking them to match is 
often incredibly difficult.    

• Many of the places this program is needed do not have the economic backing to 
support matching funds. There are no large industry partners, no tax base to pull 
from or philanthropic organizations to give the needed matching dollars.   

• Having a stable philanthropic, government, or other source would help stabilize 
the program overall.  
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Did COVID impact any weakness in the program?    
The pandemic pointed out how fragile and loosely organized the program was to begin 
with.   

• When one person was removed from the farmers market, and their duties were 
not covered, the breakdown was obvious.   That is why managers and 
good administrators are important.   

• COVID just magnified issues in places the program’s participation 
was not strong.  

How can we increase redemption rates at the Retail Participants?   
Marketing and communication are key to increasing retail redemption rates, especially 
at new markets.  Having a separate paper voucher system appears to increase 
redemption.    

• To help the retailers get the redemption rate up, KDD needs to train employees, 
make signs, and make sure they have a good roll out.  

• A good example is Good Foods Co-op, whose paper voucher for KDD works 
because it is a physical reminder in recipient’s wallets.   

• Employees must know how to explain the program and how to redeem the 
vouchers.    

• COVID limited the marketing this year, which directly impacted redemption at 
the new retail site.    

OPPORTUNITIES 

Are there additional partners we could look at to help with education?    
CFA would like to see community, university, and state government more involved in 
education.  Groups like Cooperative Extension’s SNAP Education agents and the Cabinet 
for Family and Consumer Services are already positioned to education individuals on 
this program.  Organizations outside of agricultural partners are necessary to get more 
outreach to the target consumers.  

• UK Extension has been involved, but the level of involvement varies from 
community to community.    

• A stronger relationship with the Cabinet for Family and Consumer Services will 
help their support and education around the program.  

• Local health departments offer varying degrees of knowledge and support. 
• KDD has a natural alignment with local farmers.    
• Kentucky Double Dollars will need to strengthen partnerships outside of 

agriculture and continue to provide marketing materials to community partners.  
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Where do the opportunities remain in the Retail Market?  
The focus group identified 10 potential new retail locations.  The question remains of 
whether to target urban areas with more SNAP recipients per country compared to rural 
markets, where SNAP recipients are a larger portion of the population. 

• Kentucky-owned retailers should be prioritized, because they are easier to work 
with and have more sourcing flexibility than larger retail chains.    

• IGA’s are a good example of attainable retailers willing to work with the program, 
and it gives them a competitive advantage over larger retail chains.  

• Larger metropolitan retail opportunities include Rainbow Blossom and Valu-
Market in Louisville.  

• The program may be offered at independent farm stores, such as the Cornett’s 
Farm Store in London, KY.  

• Good Foods Co-op remains a positive location with good redemption rates.    

What are the benefits to growing the program with SNAP?    
SNAP benefits are a key to growing the program due to the amount of federal money 
coming into the state.  The stakeholders want to keep as many of those dollars in the 
local economy, meaning it goes through locally-owned retailers and to local farmers.  
Securing SNAP dollars five so the program the greatest impact.    

• The lack awareness among SNAP recipients is the biggest hurdle.  
• SNAP impacts the people who need it most, so matching it up with local farm 

product meets both program goals.  

Are there certain populations where there are more opportunities?    
The focus group agreed that there are certain segments of the population that offers 
more opportunities than other areas. They suggested looking at the different segments 
of people within SNAP, such as those with children, who may be more accessible.  

• Using places where SNAP recipients go for assistance already, such as school 
resource coordinators and family resource centers in the community would be 
one way of reaching that population.  

• Seniors offer an easy target since they generally have more stable housing and 
are more experienced with preparing food from raw products.  

• Reaching out to those that have reliable transportation and finding solutions for 
those that without transportation would change who the program is able to 
reach.  

• WIC recipients need more outreach and training to redeem their state-issued 
vouchers and benefit from double dollars.   

• Bluegrass Farm to Table has already worked with family resource center and child 
nutrition specialists with success.    
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• The use of Family Resource’s backpack program could be an easy way to improve 
knowledge about the program.     

THREATS  

Does having the program at retailers affect Farmers Markets? How do we work 
through that?   
Initially, some focus group members had difficulty understanding why involving retailers 
could create tensions.  However, in rural markets, those selling at the farmers markets 
are generally not the same farmers selling into retailers.  Overall, the group decided that 
while it causes tension, it can be mitigated and is worth some disgruntled farmers 
markets to reach the retail SNAP consumer in get local farm products into more 
retailers.    

• Some members were surprised farmers feel threatened by retails because they 
are serving different customers.    

• If farmers markets have to put up match dollars, some of the focus 
group believe the retail locations may need to do match as well.  

• Some farmers feel a bit betrayed because KDD is expanding to retailers and 
which benefits only a few of the larger farmers.  

• Farmers markets could potentially become aggregation sites for retailers.  
• One retailer has suggested a more collaborative approach by having farmers 

market set up in the parking lot of the retailer, and farmers market working to 
promote themselves differently from a retailer.  

How do we approach if retailers provide match?  
Though many felt that retail should provide match the thoughts, on how this can 
be accomplished are varied.   

• A dedicated month of fundraising for retailers and or communities through a 
“round-up” program at checkout.    

• It can be tricky to raise community funds in IGA’s where the communities have 
less funds when compared to Good Foods Co-op and their customer base.  

• The stakeholders want to understand how other states are funding the program.   

Do matching funds hurt farmers markets?  
The focus group agreed that in many situations, matching funds hurt farmers markets.   

• A market last year couldn’t raise match for both programs and had to choose 
between which they would apply for.   

• Some markets have hospital support, friends of the market funding, or wealth in 
the community, but not all markets have these resources.   
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Future Recommendations 

Where are we headed? How much will we increase farmers markets redemption? 
CSA? A natural progression, Farm stands?  
The program needs to continue to increase SNAP redemption.  That is a key to making 
this work for consumers and farmers.    

• The group wants to be in at least 10 retail stores within the next five years.  
• The focus group wants to add Community Supported Agriculture but was 

not sure what it will look like.    

What needs to happen to get there?  
Staff capacity will need to be increased.  The roles can be defined in multiple ways.  Two 
positions can be defined by type of location served, such as farmers markets versus 
retailers.  Alternatively, the program can be divided up with one person being an 
“ambassador” to potential retailers, public partners, and funders, while another person 
operates the day-to-day management of the program.  However, outreach and 
administration looks different between each market type.  

Community support will need to be increased.  The type and way to approach 
community support will depend on the community and the type of location.  Farmers 
market support looks much different than retail support.  Using community partners to 
increase SNAP participation in the program is key.    

Marketing will need to be changed and increased.  The perception of farmers markets, 
CSA, and organic food all work against getting SNAP and WIC recipients to use their 
benefits for local produce.  Many low-income consumers consider those options for 
wealthier people, and are unable to envision spending a portion of those benefits on 
such expensive items.  The Kentucky Double Dollars team can use lessons learned and 
methods from Fresh Stop Markets, which have different means of marketing and more 
success with SNAP than farmers markets.     

Funding will need to be increased, with more stable sources of matching funds.  To 
reach larger funders, work needs to be done that demonstrates the impacts of the 
program, both from a health and an economic perspective.  Due to a contractor issue, 
gathering relevant data during the first few years of the project was lacking.  In order to 
approach more funders, specifying the program impact is necessary.  Having the right 
datasets could open doors, including a National Institute of Health grant.    

Other potential issues including needing a large aggregation system as the number of 
retailers is increased.  Additionally, CFA may pursue legislative means to secure 
match.  However, knowing the program benefits is necessary to make an effective 
argument.    
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Nutritional Support Program Constraints and Future 
Expectations  

The Kentucky Double Dollars program relies on increasing the incentive for low-wealth 
individual to purchase local, nutritious food.  By using existing SNAP, WIC, and Senior 
nutrition programs that area federally issued, KDD is able to incentivize recipients, 
especially SNAP recipients, to spend their federal funds on local products.  In addition, 
SNAP operates as an economic safety net, meaning that during a downturn, it can allow 
farmers to attract new groups of consumers and serve as a safety net for both groups. 

Senior Farmers Market Nutrition Program 
The Senior Farmers Market Nutrition Program (SFMNP) is run by the Food and Nutrition 
Service of the USDA.  Of the federal funding provided, 90% supports food incentives, 
with the remaining 10% going toward program administration (Senior Farmers’ Market 
Nutrition Program).  Since 2014, the farm bill has allocated between $20 million to $21 
million in federal funding to this program, with Kentucky’s allocation increasing from 
slightly less than $297,388 in 2014 to $316,869 in 2020 (Senior Farmers’ Market 
Nutrition Program Grant Amounts).  In Kentucky, the Senior Farmers Market Nutrition 
Program is run by the Kentucky Department of Agriculture. The program provides those 
who are at least 60 years old and below 185% of the poverty level with funding to 
purchase fruits, vegetables, and honey at the farmers market.  In 2019, each Kentucky 
participant was given $28 by the participating farmers market, which is slightly below 
2019’s national average of $33 per benefit (Fiscal Year 2019 Senior Farmers’ Market 
Nutrition Program Profile).   

To be eligible to participate in SFMNP, the farmers market must be organized enough to 
have a contact person and decision maker.  That person must be able to meet at a 
specific location on appropriate days and times to distribute SFMNP vouchers.  The 
farmers market must be registered with the KDA and have been approved as Kentucky 
Proud with at least one year of experience in operating.  Fresh, Kentucky-grown produce 
must be available at the farmers market.  If a market has all of those criteria, market 
selection will be made based on the county’s poverty level, length of market season, 
and number of participating farmers per capita.   

Once a farmers market is approved, the individual farmers who wish to accept SFMNP 
vouchers have to be a market member, be a Kentucky producer, attend an annual 
training session, accept vouchers for only Kentucky-grown products, and sign an 
agreement certifying adherence to the SFMNP rules. (Senior Farmers’ Market).  Voucher 
distribution varies by county, with some distributed at the farmers market or other 
agencies, such as cooperative extension, a health department, or a senior center.   

The Kentucky Double Dollars program will double up to $12 of the senior vouchers per 
day per recipient.  A voucher recipient must take their voucher to the farmers market 
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booth, where the voucher will be initialed by the market manager, and the recipient 
receives the additional KDD benefit.  Vouchers can then be spent at any vendor that is 
selling Kentucky-grown produce, fruit, or honey.  Vendors then bring the vouchers back 
to the market manager, who issues a check within a determined timeframe to repay the 
farmer for the voucher taken as payment.  Each market is allowed to set their repayment 
time frame, within reason.   

Women, Infants, and Children Farmers Market Nutrition Program 
In Kentucky, the Kentucky Department of Public Health administers the Women, Infants, 
and Children (WIC) Farmers Market Nutrition Program.  The WIC Program serves low-
income pregnant and breastfeeding women, infants over 4 months old, and children 1 
to 5 years old.  (Farmers Market Nutrition Program)   The WIC Farmers Market Nutrition 
Program has between $19 and $22.5 million in funding allocated per year between 2014 
to 2020.  Kentucky’s annual funding levels have actually decreased since 2014, when 
Kentucky was awarded $185,361, down to $180,041 in 2020. (Senior Farmers’ Market 
Nutrition Program Grant Amounts).  In 2019, Kentucky’s seasonal benefit level of $16 
per recipient was 50% lower than the national average of $24 per recipient (Fiscal Year 
2019 Senior Farmers’ Market Nutrition Program Profile).  WIC Farmers Market Benefits 
may only be used for fruits and vegetables, whereas the Senior FMNP includes honey 
and herbs.   

Local health departments apply to Kentucky Cabinet for Health and Family Services to 
distribute vouchers, and a farmers market in approved counties can apply to accept the 
vouchers.    Like the Senior program, the paper vouchers are initialed by the farmers 
market manager and can be doubled up to $8 per day through the KDD.   

Supplemental Nutrition Assistance Program 
SNAP benefits allow households who meet certain income, employment, citizenship, 
and lack sufficient resources to allow them to purchase food from participating retailers.  
The products purchased must be recognized as food, except hot, ready-to-eat items.  
Retailers, whether grocery stores, farmers markets, or other types of stores, must offer 
either a certain amount and variety of staple food sales or staple food sales must be at 
least 50% of their gross retail sales.  Staple foods must fall into one of four categories:  
vegetables or fruits; dairy products; meat, poultry, or fish; and breads or cereals.  
Retailers, including farmers markets, must apply for and maintain a Food Nutrition 
Service (FNS) number and follow all necessary reporting requirements.  (Is My Store 
Eligible?, 2020).   

As of January 2021, 14% of Kentuckians were receiving SNAP benefits, although many 
counties in Eastern Kentucky had over 30% of total households receiving some SNAP 
benefits.  Urbanized areas of the state, including Fayette and Jefferson counties, 
represent nearly 20% of all SNAP benefits distributed in Kentucky.  In September 2020, 
over 281,000 Kentucky households were reliant on SNAP for food security, which is an 
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increase of 23.7% over September 2019.  For retailers in Kentucky, SNAP represents a 
significant amount of buying power, with over $57 million in benefits issued in 
September 2019. As SNAP eligibility increased during the pandemic, benefits ballooned 
to $110 million in September 2020. (SNAP Data Tables)  

P-EBT cards were issued during May and June of 2020 for children who were eligible for 
free or reduced lunch or attended a school that was in the Community Eligibility 
Program.  Up to $189 million in P-EBT benefits were issued in Kentucky through the 
initial approved plan in May 2020. (Dean, et al. 2020).  Many of the households receiving 
benefits were not current SNAP beneficiaries, broadening the EBT customer base.  In 
February 2021, a second round of Pandemic EBT funding was approved, which will 
provide families with P-EBT benefits dating from October 2020 to May 2021.  The 
benefits will be loaded onto SNAP or previously issued P-EBT cards.  The benefits will be 
staggered from March 15 to June 25 to allow the program to catch up for benefits from 
the beginning of the 2020-2021 school year.  Students attending in a district with fully 
remote learning that month will receive $136.40 per eligible student, while those on a 
hybrid schedule will receive $81.84 per eligible student (Pandemic Food Relief Funds (P-
EBT) EXTENDED! 2021).  It is unclear if the P-EBT cards are partly responsible for the 
increase in 2020 SNAP data, as the number of households receiving SNAP didn’t 
increase as dramatically as the amount of benefits.    

While SNAP can be used for Kentucky grown products at retail stores, using SNAP for 
farmers markets, online sales, and community support agriculture sales presents unique 
challenges.  At a farmers market, someone must be available to accept SNAP each time 
the market is open and be able to fulfill all reporting requirements.  The SNAP machine 
must be maintained and have access to wi-fi or telephone landlines.  In Kentucky, only 
larger retailers have been approved for the online purchasing pilot, including Aldi, 
Amazon, and Walmart (FNS Launches the Online Purchasing Pilot). Good Foods Co-op, 
which participates in Kentucky Double Dollars, allows orders that include SNAP online, 
but the card must be present at Good Foods Cooperative to pick up and purchase the 
food.  As SNAP policy requires that pre-payments for SNAP food must not be made 
more than 14 days in advance of receiving the food, this creates a barrier for community 
supported agriculture (CSA) shares.  Additionally, any CSA that charges a membership 
fee could not use any SNAP benefits for that fee.  (Selling SNAP-Eligible Foods, 2018).  

For the Kentucky Double Dollars program, SNAP is doubled differently at locations 
determined to be retail stores versus farmers markets.  At retail stores, SNAP customers 
are given either a paper voucher or a voucher is printed along with their receipt, 
depending on the flexibility of the Point-Of-Sales (POS) system.  When the customer 
makes $10 of SNAP purchases, a voucher is issued, which can be redeemed within 90 
days for $10 of Kentucky fruits and vegetables.  At a farmers market, the customer will 
go to the market managers tent, where the manager will run the EBT card for the 
requested amount, and issue SNAP tokens.  In addition, the customer will receive up to 



20 

 

$12 in matching tokens for fruits and vegetables.  If the farmers market participates in 
the meat, eggs, and dairy portion of KDD and the customer requests more than $12 on 
their SNAP card, then any additional amount can be doubled for up to $8 in meat, eggs, 
and dairy tokens.  For example, if a customer used their EBT card and asked for $20, 
they could receive $20 of SNAP tokens, $12 of fruit and vegetable tokens, and $8 of 
meat, eggs, and dairy tokens.   

SNAP is uniquely positioned as a support system for both consumers and farmers.  
During economic downturns, the number of households eligible for SNAP increases, 
which brings food dollars into the local economy.  However, to benefit from that, 
farmers must find a way to reach SNAP consumers, who are not a homogeneous group.   

SNAP Data Analysis   
SNAP issuance data from the USDA/FNS has been updated biannually for over 25 years 
and the data is available for review. County data for the top eight SNAP issuance 
counties in Kentucky from 2019 in the following tables.  

Reviewing the previous 5 years’ data, certain Kentucky counties are always in the top ten 
of Kentucky SNAP issuance, while other counties fluctuate in their ranking. For this 
reason, only the top eight counties for 2019, instead of ten, are displayed due to 
variance in what other counties make the top ten over the years. For example, Daviess, 
Madison, and Hardin Counties show occasionally on the list of Kentucky’s top ten SNAP 
counties. However, the eight counties shown in the tables below from the most recent 
2019 data were consistently among the top SNAP issuance counties from 2015-2019.  

Table 1 Top Eight SNAP Issuance Counties in Kentucky from 2019 

 JANUARY 2019 JUNE 2019 

County SNAP 
Total 

People 

SNAP Total 
Households 

SNAP Total 
Issuance 

SNAP 
Total 

People 

SNAP Total 
Households 

SNAP Total 
Issuance 

JEFFERSON 81,883 36,744  $ 
17,361,448  

74,781 32,902  $ 8,914,099  

FAYETTE 26,582 12,161  $ 5,670,220  24,423 10,986    $ 2,927,612  
KENTON 14,018 6,007  $ 3,041,006  12,562 5,423    $ 1,537,746  
WARREN 14,437 5,974  $ 2,923,994  13,132 5,298    $ 1,484,072  
PIKE 12,614 6,378  $ 2,724,210  11,572 5,730  $ 1,358,922  
LAUREL 11,319 4,943  $ 2,266,903  10,591 4,567 $ 1,185,923  
FLOYD 10,252 4,868  $ 2,159,395  9,506 4,255 $ 1,079,271  
KNOX 10,031 4,597 $ 2,117,130  9,281 4,351 $ 1,054,396  

(SNAP Data Tables, USDA) 
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Rural/Urban Divide 
While the top four counties of SNAP issuance (Jefferson, Fayette, Kenton, and Warren) 
definitely correlate with higher population numbers, it is not true of the rest of the 
counties that make the top eight. In fact, the other four counties are 16th (Pike), 15th 
(Laurel), 28th (Floyd), and 32nd (Knox) in population. 

Jefferson County alone has almost as much SNAP issuance than all other 7 counties 
combined. For comparison, Jefferson County has three times as much SNAP issuance as 
Fayette, the second highest county. To reach the most SNAP participants, Jefferson 
County needs to be a high priority in the future of Kentucky Double Dollars. In addition 
to Jefferson County, 
KDD retail partners 
should be 
strategically 
identified in Fayette, 
Kenton, Warren, 
Pike, Laurel, Knox 
and Floyd Counties. 
These counties have 
drastically different 
populations, 
infrastructure, 
customer 
preferences, local 
food production, 
and more. It will be 
important to 
consider these 
differences to build a 
successful Kentucky Double Dollars retail partnership in these counties.  

While those counties receive the most benefits, other parts of the state have a higher 
percentage of SNAP participation per capita.  The density map at right shows counties 
with the highest percentages of their populations participating in SNAP, indicated by 
the darker shades of blue. These counties are obviously concentrated in southeastern 
Kentucky. In Owsley County, the darkest county on the map, 39% of the population 
participates in SNAP for a total of $363,689 spent on benefits to 891 households, as of 
January 2021. Other dark blue counties on the map are Wolfe, Magoffin, Breathitt, Perry, 
Clay, Knox, and Harlan Counties, ranging from 31-35% population participating in 
SNAP. While these percentages are staggering compared to 13% of the population in 
Jefferson County, the table below shows the difference in total number of households 
and total SNAP issuance between Owsley and Jefferson Counties. (Pugel Tracking SNAP 
in Kentucky) 

 Figure 1 SNAP Participation and Spending In Kentucky (Pugel) 
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Table 2 Comparative SNAP Data as of January 2021 

County SNAP % 
Population 

SNAP Total 
Households 

SNAP Total 
Issuance 

Owsley 39% 891 $363,689 
Jefferson 13% 45,937 $20,299,864 

 

Farmers Market and Fresh Stop Markets Expansion  

In stakeholder and participant discussion, an overarching goal was to expand the 
number of to nearly 100, with at least half accepting SNAP.  To understand the 
necessary tools to meet these goals, data from the beginning of the KDD program was 
analyzed.   

Community Farm Alliance has been collecting data from retail stores, farmers markets, 
and Fresh Stop markets enrolled in the Kentucky Double Dollars program from 2017 to 
2020.  Redemption data was analyzed for trends related to rural and urban markets, 
regionality, and other differentiating features to identify trends in market participation 
and redemption.  Fresh Stop Markets differ from farmers markets in that Fresh Stops 
offer a weekly produce box, rather than a full market shopping experience.  Fresh Stops 
are an alternative to CSA shares, allowing consumers to opt in on produce boxes on a 
weekly basis.  Generally, Fresh Stop boxes include products from at least two farms, with 
some including up to eleven farms.  In comparison, farmers markets allow consumers to 
purchase products from any participating vendor, although not every farmer vendor at 
each market must participate in the program.   

Market participation by geography 
The distinction between rural and urban markets may have an impact on redemption 
rates for different programs and can yield insight in how to increase program 
effectiveness.  To classify counties, KCARD relied on the US Census Bureau’s 
classification for counties according to the 2010 census.  Counties receive a “Rural” 
designation if the county has no areas that meet criteria such as population density and 
land use, among other considerations.  Many Kentucky counties are “Mostly Rural” but 
do contain “urban clusters” with at least 2,500 people but less than 50,000.  Some 
counties, such as Fayette and Jefferson, are easily understood as “Mostly Urban” due to 
land use and population density.  Some counties are mostly rural, but contain urban 
clusters, such as Harlan County or Fulton County.  They have at least one urbanized 
cluster with a population of 2,500 and land uses that indicate an urbanized cluster. 
(Defining Rural at the U.S. Census Bureau, 2016). 
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Figure 2 Farmers Market and Fresh Stops Double Dollars Awardees by Rural and 
Urban 

 

Both the Urban and Mostly Rural counties saw a small increase in participation between 
2018 to 2020, with the Rural counties more than doubling during that same period.  
Since most of Kentucky is Rural or mostly rural, those areas have the greatest potential 
for expansion in the state, although they will require more support.  After initially 
enrolling 24 participating farmers market and Fresh Stop locations in 2017 and 
increasing to 34 in 2018, the number of participating farmers markets dropped from 44 
to 43 between 2019 and 2020.  Interestingly, when the program increased the number 
of markets quickly in 2019, the average amount redeemed per participating market 
reduced for every program except seniors.  This likely represents less time to work with 
individual markets compared to the previous year, in addition to those markets building 
their awareness among the target populations.   

CFA receives market reports that they have difficulty reaching additional WIC and SNAP 
participants.  More time and effort is required to reach these groups.  In rural areas, 
where farmers markets often do not employ market managers, the lack of time and 
resources to reach these groups is apparent.  Increasing the number of markets 
accepting SNAP did raise the overall SNAP and KDD redemption because marketing was 
not reaching new groups of SNAP and WIC consumers.   

A common theme from market reports was limited personnel available to distribute 
tokens/vouchers created difficulty.  Of the markets who participated in 2020, rural 
markets were the least likely to participate in market manager cost-share.  
Unfortunately, vendor data across the years and markets are not complete enough to 
closely examine a number of vendor and participation data.  Without these metrics, it is 
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difficult to estimate the per farm impact of the program and draw conclusions regarding 
correlations between market managers, SNAP redemption, and farmers market size.   

Figure 3 Farmers Markets Participating in KDD 

 

Looking at distribution across the state, the Appalachian Regional Commission (ARC) 
and Central Kentucky regions are well-represented, while Western KY remains poorly 
covered by the program.  Due to various programs, CFA coverage of ARC counties has 
been high in the past six years, while no specific programs to target Western Kentucky 
have been recently deployed.  Since involvement in the program is largely learned 
about at trainings or one-on-one discussion with market personnel, a greater effort 
must be made by CFA to incorporate Western Kentucky.   
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Redemption data trends 
 

Figure 4 KDD Redemption Totals by Geography and DD Type 

 

 

The impact of COVID on SNAP redemption is apparent in Urban markets, where Meat, 
Eggs, and Dairy (orange) redemption more than doubled from 2019 to 2020.  This trend 
can be attributed to the pandemic EBT cards and the shortage of beef and other 
proteins in urban grocery stores.   WIC generally continued its downward trend, which is 
reflected in overall market trends below.  Using the number of markets participating in 
KDD, the average redeemed for each program per year was calculated.  While the chart 
shows the amount of KDD incentives redeemed in urban areas is the highest, the per 
capita impact of the incentives is over 8 times more per capita in rural areas.   

As data for total SNAP sales and farmers markets sales for 2020 was unavailable, the 
data was examined for trends from 2017 to 2019.   Overall, SNAP redemption of Double 
Dollars for fruits, vegetables, meat, eggs, and dairy averaged 1.3% to 1.5% of total 
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farmers market sales.  Data for total Fresh Stop Market sales were unavailable for 2017, 
but SNAP made up 3.7% of Fresh Stop sales in 2018 and increased to 15.8% in 2019.   

Table 3 Fresh Stop Markets SNAP F&V KDD Redemption 

Year KDD Locations Total SNAP F&V KDD 
2017 2 $1,986 
2018 3 $3,144 
2019 5 $8,327 
2020 6 $12,788 

 

From 2017 to 2020, Fresh Stop Markets redeemed an average of $1,640 KDD SNAP F&V 
per location, increasing from $993 in 2017 to $2,131 in 2020.  Compared to farmers 
markets, which saw an unprecedented jump of SNAP KDD redemption between 2019 
and 2020, Fresh Stops have gradually grown their redemption rates.   Overall, their 
SNAP sales are significantly higher per KDD location than farmers markets. Complete 
data for SNAP sales in 2018 and 2019 show the difference, with Fresh Stops averaging 
$3,719 per location while farmers markets averaged $1,007 per location.    

Table 4 Gross SNAP Sales Average per Location  

Year Fresh Stops Farmers Markets 
2018 $2,144 $1,079 
2019 $4,664 $960 
Average $3,719 $1,007 

 

The rural markets are the least likely to participate in SNAP, as it requires a dedicated 
market manager or person responsible for the equipment and records. Markets 
interviewed that did not offer SNAP cited a lack of dedicated personnel as the primary 
issue.  Although those using market manager cost share do have a higher, per location 
SNAP redemption rate, it is not dramatically different from other locations.  Indeed, in 
2017 and 2018, markets receiving a market manager cost share had lower average SNAP 
redemption.  If a farmers market or Fresh Stop Market is dedicated to increasing food 
security and benefiting customers, they are likely to undertake SNAP and KDD without 
needing outside monetary support.  However, if a market views themselves as passive, 
and they are being paid to run a SNAP or KDD program, they may not have as much 
internal motivation to increase the redemption rate.  Farmers markets and personnel 
viewing themselves as actively engaging to increase food security will support these 
programs. One farmers market related that they could do more if they didn’t have to 
worry about funding the positions of the people who are promoting and running their 
double dollars programs.    
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Table 5 SNAP Redemption Rates 

 
With Market Manager Cost 

Share 
Without Market Manager Cost 

Share 

Year 

Number of 
markets 
offering 
SNAP 

Average SNAP 
F&V 

Redemption 

Number of 
markets 
offering 
SNAP 

Average SNAP 
F&V Redemption 

2017 17 $634 5 $1,003 
2018 15 $752 10 $893 
2019 22 $987 3 $1,474 
2020 15 $2,501 7 $1,925 

 

The impact of COVID-19, possibly including P-EBT cards, is clearly seen below in the 
2020 SNAP redemption data from Fresh Stop Markets and Farmers Markets.  SNAP fruit 
and vegetable Double Dollars redemption increased by 81%, while the meat, eggs, and 
dairy program redemption increased by 165%.  WIC redemption continued to decline in 
2020, down 21% from 2019 following a 36% drop from 2018.  Senior Double Dollars 
stayed flat in 2020, after a modest 16% growth in 2019 and a 55% increase between 
2018 and 2019. 

Table 6 Annual Percent Changes per Market in Redemption   

Year 
SNAP Fruit and 

Vegetables 
SNAP Meat, Eggs, and 

Dairy 
WIC Seniors 

2018 70% 80% 55% 55% 
2019 -17% -37% -36% 16% 
2020 81% 165% -21% 0% 

 

In 2020, the large increase in average SNAP amounts per market location are likely due 
to COVID-19. One urban market had the following to say about their increase in SNAP 
redemption during COVID-19:  

“Our biggest success this year was the increase in SNAP users at the Market.  Last year 
(2019) the total that we used of the KDD FV and MED $ was $416; this year we used 
$1708.  That is more than 4 times as much! We think there are several reasons for this. 
1) We increased our social media presence, through increased Facebook usage and a 
new Instagram account, and we had a volunteer collect email addresses from willing 
customers and send out a weekly email. 2) The fact that P-EBT cards (Pandemic EBT 
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cards) were prevalent this year, it reached a whole new and different group of eligible 
people who might be more familiar with Farmers Markets.”  

Dual marketing with social media and weekly emails for customers, including the new P-
EBT customers, can help retain customers that shop at the market for the first time.  
Retaining the new 2020 SNAP customers at farmers markets while attracting new ones 
can help increase the amount of SNAP and SNAP KDD incentives used.   

Table 7 Average Amount Redeemed by Program per KDD Location  

Year 
Number of 

Markets 

SNAP Fruit 
and 

Vegetables 

SNAP Meat, 
Eggs, and 

Dairy 
WIC Seniors 

2017 45 $351 $100 $314 $564 
2018 34 $595 $180 $487 $875 
2019 53 $493 $112 $310 $1,016 
2020 56 $894 $298 $244 $1,019 

 

WIC and Senior nutrition programs redemption of Double Dollars was consistently less 
than 1% of farmers market gross sales.  However, doubling WIC and Senior nutrition 
programs had the most impact in Rural areas, with redeemed KDD incentives 
accounting for 5% of rural market sales by 2019 and 4% of mostly rural markets in the 
same year.  Many rural and mostly rural markets interviewed stated that the senior 
voucher programs were more popular that SNAP or WIC in their area, and anecdotes 
from reports and the stakeholder interviews tell of seniors lined up to use their vouchers 
and double them with KDD.   

Program Impact on Gross Market Sales 
For KDD to reach the goal of being a benefit to farmers, the program must increase the 
gross sales each farmer makes.  The metrics most closely reported for that are the gross 
sales at a farmers market.  To understand the impact of KDD apart from other factors 
that cause locations to increase sales, the percentage of markets sales from SNAP, WIC 
FMNP, Senior FMNP, and KDD incentives as of total market sales is used.  The higher this 
percentage, the more impact KDD likely has on that farmers market of Fresh Stop 
location, pointing to how much extra income the farmers may be earning as a result of 
KDD.     

The following table demonstrates the impact that KDD has when combined with the 
existing SNAP, WIC FMNP, and Senior FMNP programs from 2017 to 2019.  Adequate 
data on 2020 gross market sales and SNAP sales were unavailable for inclusion.  
Additionally, the COVID-19 pandemic does not accurately represent redemption trends, 
although it may positively impact future trends by introducing new consumers to local 
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foods, and some of those consumers will likely keep coming back (Goldy, Ron, et al. 
2020).  The impact on rural markets is the most pronounced, with KDD, mostly 
represented by Senior FMNP and KDD doubling of those vouchers, comprising nearly 
18% of market sales.  Urban markets, whose gross sales increases have outpaced the 
increases in EBT, voucher, and incentives, are slowly decreasing the percentage of gross 
sales the KDD program represents.  Urban markets have increased their redemption, 
especially in SNAP, over the last four years as shown in Figure [4].  Rural and mostly 
rural markets are located in areas where a larger portion of the population qualifies for 
SNAP and other assistance programs, so they may need to emphasize economic growth 
with federal, state, and philanthropic incentive programs.  The safety-net programs are 
more frequently used by households in Kentucky’s rural settings, especially in ARC and 
Delta Regional Authority counties.   

Table 8 Voucher and Incentive Programs as a Percentage of Gross Sales 

 
  SNAP and Existing Vouchers KDD Incentives Grand 

Total Year SNAP WIC Senior Total SNAP WIC Senior Total 
Urban                   
2017 0.8% 0.6% 0.8% 2.2% 0.3% 0.1% 0.2% 0.7% 2.8% 
2018 0.6% 0.3% 0.5% 1.4% 0.4% 0.1% 0.2% 0.7% 2.0% 
2019 0.7% 0.2% 0.4% 1.3% 0.3% 0.1% 0.2% 0.6% 1.9% 
Mostly Rural                   
2017 0.5% 2.8% 3.8% 7.2% 0.4% 0.5% 1.2% 2.1% 9.3% 
2018 0.3% 2.1% 5.7% 8.1% 0.2% 0.5% 1.4% 2.1% 10.1% 
2019 0.8% 1.7% 4.2% 6.7% 0.4% 0.9% 3.7% 5.0% 11.7% 
Rural                   
2017 1.3% 2.0% 5.1% 8.4% 1.2% 0.7% 2.5% 4.4% 12.8% 
2018 1.4% 2.9% 8.1% 12.4% 1.2% 1.2% 3.5% 5.9% 18.3% 
2019 1.4% 2.2% 7.4% 11.1% 1.0% 0.9% 4.7% 6.6% 17.7% 

 
Common market barriers 
The ability to reach SNAP and WIC beneficiaries was a consistent issue that farmers 
markets and Fresh Stop Markets reported.  Over 25% of those that listed additional 
resources needed mentioned that they needed better tools to communicate with their 
beneficiaries, including handouts and information to be given out at appropriate 
agencies.   In addition, interviewees mentioned that the emphasis on working with state 
agencies must come from the state level and the ground level. 

Markets consistently had issues working with agencies responsible for WIC and SNAP, 
especially for the WIC vouchers.  At least two interviewees cited that WIC participants 
were unable to receive the state-issued FMNP vouchers, and it seemed unlikely that the 
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state agency was helping to make WIC participants aware of the FMNP and KDD 
program that would double the vouchers.   

Farmers markets and Fresh Stop Markets wanted greater visibility for SNAP customers.  
They have difficulty reaching those customers but mentioned that the P-EBT had 
brought new SNAP customers to the markets.  Because schools were communicating 
with parents about the P-EBT cards, the markets were able to work with schools to let 
them know of the Double Dollars programs available at markets.   

For many markets, the lack of a dedicated market manager meant that they did not 
have the times and resources to receive SNAP.  Without someone dedicated to being at 
the market each time to work the machine and take responsibility for it, markets 
indicated that it was too burdensome for individual farmers or volunteers.  Limited 
personnel to distribute tokens and vouchers at the markets created difficulty for some 
markets.   

Although not mentioned by most market interviews or other reports, stakeholders 
recounted that markets often had difficulty finding matching funds for either the 
farmers market manager cost share or the match for Double Dollar programs and had 
to choose between the two.  However, some markets reported that they may be able to 
attract more local funders, but they just hadn’t put the effort into attracting them.  This 
may have to do with the market’s view of their role in the program, whether they are an 
active participant or a passive recipient of the program.  Those who were most active in 
securing matching and other funds saw the program as not just benefitting their farms 
but also benefitting their wider community.   

For example, Community Farmers Market in Bowling Green was established to give food 
access to the broader community and provide a new outlet for farmers.  Letcher County 
Farmers Market has seen much of its growth as serving both the community and the 
farmers.  One interviewee from that market stated that their farmers don’t care about 
the voucher reimbursement.  The farmers know it’s good for the community, and that is 
more important than money. Many markets emphasize the program benefit to farmers 
and participate for that reason.  Indeed, new farmers at markets often neglected to take 
KDD required training until they saw that it was a significant part of their sales.  Without 
seeing themselves as active participants in the program, some farmers and farmers 
markets may not realize the program’s full potential in their community.   

Common market successes 
Every farmers market and Fresh Stop Market mentioned that the program was a success 
at both in providing economic benefit to farmers and increasing nutritional food 
available to low income groups.  One beneficiary of the program stated, “The SNAP 
benefits drew me to the farmers market for the first time and created a weekly routine 
of stopping by the market, conversing with friends, and in this crazy time feeling a sense 
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of community.”  Farmers also felt  confident in the consumer commitment that the 
program gives them.  According to one farmer from a rural market “From a farmer’s 
point of view, what is not to like about the Double Dollars program? It feels like a 
promise to buy, from my future customers. Knowing the Vouchers and the Double 
Dollars to match them are going to be there, I have confidence there will be a demand 
for my produce. It makes it easier to decide what to plant, because I have learned what 
the Voucher customers expect to buy.” Going forward, continuing to balance the 
benefits between the two groups of beneficiaries will be key to improving the program 
participation and folding markets in as active participants, not passive recipients.  

Farmers market managers consistently indicated that the senior vouchers program was 
popular and widely used at their markets.  Several communities have raised additional 
local funds for the Seniors FMNP specifically to avoid turning people away.  Market 
interviews speak of seniors lined up for 45 minutes before the markets open to access 
the fresh product and preserving the products they purchase for later use.   

Two market managers specifically discussed that a new vendor may not see the 
importance of KDD before the season starts and chose to not attend the trainings.  After 
a few weeks, those vendors want to know how to join the program, because they see 
other farmers taking the vouchers and realize it is a significant part of their income at 
the farmers market.  Although new vendors may be reluctant to participate at first, 
markets report that experienced vendors always make sure to attend the trainings so 
they can accept the Double Dollars and associated vouchers.   

Many markets see the program as a major piece of their attracting a benefit for their 
community, and markets indicated that their participation enhanced their 
“professionalism” due to their tracking of data.  This increased professionalism and 
increased community benefit can be paired to increase local funding support.   

Farmers Market Growth Plans 
During conversations with stakeholders, the goal of having a Double Dollars program in 
each county was mentioned frequently.  However, stakeholders recognized that it is not 
feasible, with limitations at the organizational level of funding and staffing.  On the 
ground, significant limitations exist due to the size and structure of farmers markets, 
especially in rural areas.  Although the number of locations decreased in 2018, the 
markets have had approximately a 12% growth per year.  If they are able to sustain that 
trend, the program could enroll 100 locations by 2025.  As the rural markets grow and 
can support market managers, the program will likely continue to expand in the rural 
and mostly rural areas of the state.   

Among urban and mostly rural markets, there is a disconnect between the impact of the 
program and their view of program impact for farmers.  The KDD program has a greater 
impact on individual farmers at rural markets, whose gross sales are less than urban 
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markets.    However, nearly doubling the number of markets will take greater efficiency 
in handing market applications, distributing marketing information, and stream-lining 
reporting.   

Key Considerations for Growth at Farmers Markets 

In order to continue growing the farmers market and fresh stop market locations, it will 
take increased administrative capacity, increased farmers market manager capacity, and 
increased funding.  The farmers market and Fresh Stop Markets must view themselves as 
active participants in the program, not passive recipients.   Marketing and outreach 
materials will be necessary to attract new markets, new customers, and adequate local 
funding sources for the new and existing markets.   

• Farmers markets are generally not prepared to continue this program on their 
own, partially because many markets view themselves as passive recipients of the 
program. 

• The market manager cost-share should work toward locally supporting market 
managers, as the markets that are most successful have garnered more local 
support and community buy-in, therefore requiring less external capital support.   

• Consumer outreach plans for SNAP must be created for markets to use if those 
are to continue to be successful in urban areas and to expand in rural and mostly 
rural areas.   

• Administration and staffing at CFA will need additional support to handle the 
farmers markets and Fresh Stops as a dedicated outlet. 

• Certain markets are clear outliers with regard to their redemption rates (both in 
terms of success and failure).  Closer evaluation of those markets may point to 
additional opportunities. 
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Retail Market Expansion 

During conversations with stakeholders, one of the objectives is to be in at least 10 
retail locations by 2025.  Currently, KDD is in two retail locations, and may expand into 
three more in 2021.  Good Food Co-op has participated in double dollars programs 
since 2014.  The CW-owned IGA in Manchester, Kentucky started the program last year, 
and introduced a rural retail component.  Retail store expansion is promising for the 
retailer, the farmer, and consumers.  Retailers taking part in the program may see it as a 
community service, but the emphasis for many locally-owned retailers is an advantage 
over large national retailers and ubiquitous corner stores.  By expanding into retail 
locations, Kentucky Double Dollars is able to serve far more SNAP beneficiaries and 
increase local food purchased by retailers, especially in rural areas.   

Options for Issuing Incentives 

Current Kentucky Double Dollars retail partners issue the “double dollar” incentive via 
two different methods. Good Foods Co-op prints paper vouchers on the bottom of 
receipts and must keep track of all the paper receipts and be informed if the customer is 
using an EBT card for that option to work, while IGA implemented an electronic voucher 
that is written into their software system. Voucher redemption rate at IGA in 2020 was 
2%, while Good Foods voucher redemption was 55%. While these are drastically 
different redemption rates, it is important to note that this was IGA’s first year 
implementing Kentucky Double Dollars and IGA issues as many Kentucky Double 
Dollars vouchers in one week as Good Foods Co-op does throughout an entire year. It is 
important to keep in mind that while the method of issuing incentives is important, 
many other factors impact redemption too, like marketing and cashier promotion and 
education. Still, the method of issuing voucher incentives is important and is important 
to consider for program growth.   

Good Foods Co-op and Rainbow Blossom use Catapult ECRS point of sale software. In 
her interview, the General Manager of Good Foods Co-op commented that electronic 
issuance of vouchers is a future goal instead of using paper vouchers. National feedback 
from retailers in the National Grocers Association have indicated that paper vouchers 
and manual reporting is not the best method if programs want to scale up and serve 
more people in more outlets. Additionally, Good Foods customers will be able to shop 
online and redeem EBT benefits soon. If an electronic voucher system is developed for 
Catapult ECRS, it would be able to be implemented at Good Foods and all four Rainbow 
Blossom locations. ValuMarket uses ISS45 version 8 point of sale software and AppCard 
for electronic loyalty rewards. Owner James discussed the possibility of issuing vouchers 
through AppCard for electronic redemption. Through AppCard, reminders and other 
promotions could also be sent to customers.  
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While ValuMarket uses ISS 45 version 8, which has a known solution for issuing 
incentives according to NGA Tech Assistance Foundation.  Rainbow Blossom’s point of 
sale is ECRS Capapult, which does not offer a known soluction.   Software are both 
Louisville locations different than what the Manchester IGA location uses.  . While it is 
likely that each retailer will need to work through setting up voucher redemption in the 
onboarding process, it has been done before with these software and Ted Mason with 
the National Grocers Association has been a tremendous help in this effort. ((POS 
System Capabilities)  

Anticipated Retail Expansion 

Community Farm Alliance anticipates adding 10 retail locations for Kentucky Double 
Dollars over the next 5 years. This will be an important growth stage out of “pilot-mode” 
and could set up the program for success for future expansion. Potential Kentucky 
Double Dollars retail partners were identified by the KDD planning team and by KCARD 
and were researched and interviewed. Those retail stores include,  

• ValuMarket – Louisville (4 stores);  
• Rainbow Blossom – Louisville (4 stores);  
• CW-owned IGAs – Frenchburg, Salyersville; 
• Butler’s Pantry – Covington;  
• Houchens IGAs – primarily South Central and Western KY (36 stores); and 
• Dollar General Markets. 

Some of the retail stores mentioned above have already engaged with Kentucky Double 
Dollars staff in the past and have been identified as the next step for expansion by KDD 
partners. Key locations include CW-owned IGAs, ValuMarket, Rainbow Blossom, and 
Cornett Farm Fresh. They are shown on the map below in red pins, along with target 
high-SNAP counties in blue pins, and current SNAP pilot retailers in green pins.  
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Figure 5 Map of Current KDD Locations, KDD Expansion, and High-SNAP Counties 

 

 

A brief analysis of the top eight SNAP KY counties retail partner identification is listed 
below.  

#1) Jefferson County - Several seasonal farmers markets participate in Kentucky Double 
Dollars, but there no retail partners. ValuMarket and Rainbow Blossom have been 
identified as desirable partners as they both currently accept SNAP benefits and already 
have a robust local produce procurement system. Both retailers have a proven track 
record when it comes to sourcing local product and are interested in expanding the 
producers they source from, they are responsive to partnership work, supportive of 
Kentucky’s farmers in other efforts, and value their customers who utilize SNAP benefits 
and are open to growing that customer base. One potential challenge with Louisville 
retail stores is that southern Indiana farms are included in their local sourcing efforts 
and marketing. Defining what vegetables and fruits are eligible for Kentucky Double 
Dollars eligible will be necessary.  

Blue pins are the top 8 
counties that consistently 
have the highest SNAP 
participation.  

Green pins are current KY 
Double Dollars Retail 
redemption locations.  

- Good Foods, Lexington 
- IGA, Manchester 

Red pins are the next 
anticipated KY Double Dollars 
Retail redemption locations.  
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A Closer Look at Rainbow Blossom 
Rainbow Blossom has four Louisville stores and one in southern Indiana. They are very 
interested in partnering with Kentucky Double Dollars. One manager said, “We were in a 
transition period the last time we entertained this [Kentucky Double Dollars] and 
couldn't move forward. It may be time to reconsider.” Rainbow Blossom was willing to 
share that EBT benefits make up 1% of their total EBT-eligible sales, or about 0.05% of 
sales overall. Rainbow Blossom sources approximately 25% of all their produce from 
local farms during peak season. There are eight to ten local farmers with produce in 
store at all times and local produce is on the shelves twelve months of the year. In the 
winter months, local produce is limited to hydroponic lettuces. Direct store delivery is 
accepted from farmers and third-party audits are not required. None of Rainbow 
Blossom’s stores are located in food deserts, as defined by the USDA. Rainbow Blossom, 
Inc. is a Kentucky-owned corporation.  

A Closer Look at ValuMarket 
ValuMarket has four stores across Louisville in the following neighborhoods: Iroquois 
Park, Highlands, High View, and Mt. Washington. Their stores vary in customer base, 
with the Highlands and Iroquois locations having higher EBT redemption. Owner James 
Neumann estimated that EBT accounts for 10% of overall sales. ValuMarket also delivers 
groceries to some elderly customers, including those with EBT benefits and he would be 
interested in expanding to that customer base. ValuMarket sources local fruits and 
vegetables from about 15 producers from the 4th of July through December. ValuMarket 
accepts direct store delivery, and third-party audits are not required. Mr. Neumann also 
mentioned that setting up an electronic voucher should be easy to facilitate within their 
point-of-sale system. Two ValuMarket stores, Iroquois and Mt. Washington, are located 
in food deserts. ValuMarket is locally-owned.  

#2) Fayette County – There are already two year-round places to shop for local produce 
through Kentucky Double Dollars with Good Foods Co-op and the Lexington Farmers 
Market.  

#3) Kenton County – Currently, only Covington Farmers Market participates in the 
Kentucky Double Dollars program. Covington Farmers Market is expected to operate 
year-round for the first time going into 2021, which should improve redemption, but 
operating hours are limited. Butler’s Pantry, a local-sourcing café that added some 
grocery items in 2020, was interviewed for their interest in Kentucky Double Dollars. 
Their support of local farmers makes them an ideal partner for Kentucky Double Dollars, 
but they are not a true grocery location and currently do not accept SNAP benefits. 
There are currently two more locally-sourcing small neighborhood groceries in the 
process of opening in Covington, and they might be a good retail partners in future 
years.   
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#4) Warren County – Houchen’s-owned IGAs and Price-Less Foods located in Warren 
County and across western and southern Kentucky could potentially be a future 
Kentucky Double Dollars retail location in the future. There are 36 Houchen’s-owned 
markets in Kentucky and several already source local fruits and vegetables for 
approximately 4 months of the year (late May – early September). Houchens has 
expressed interest in extending this season and adding more local producers, but 
communication and ordering takes much coordination. Houchens agrees on pricing 
with farmers ahead of the season and pays farmers 2-3 weeks after delivery. GAP audits 
are not a current requirement of local farmers supplying Houchen’s-owned stores if 
delivered directly to stores.  

#5) Pike County – Pike County Farmers Market is the only Kentucky Double Dollars 
partner in Pike County. Food City may be a potential partner for Kentucky Double 
Dollars, but a significant amount of progress would need to be made in their Kentucky 
fruit and vegetable sourcing and in production that meets Food City’s requirements 
before the partnership would be a good fit.  

#6) Laurel County – Laurel County Farmers Market and Heritage Farmers Markets are 
Kentucky Double Dollars partners, but no retail partners have been identified other than 
Cornett Farm Store.  

#7) Floyd County – The CW-owned Martin IGA is located in Floyd County, so future 
Kentucky Double Dollars CW-IGA expansion would serve this community.  

#8) Knox County - Knox County Farmers Market is a Kentucky Double Dollars partner, 
but there are no anticipated retail partners identified. Kroger, Aldi, Save-A-Lot, Walmart, 
Dollar General, and several corner stores sell food items in Knox County.   

Dollar General Markets were also evaluated as a potential partner for Kentucky Double 
Dollars, but it was determined that they would not be a good fit for the program’s 
expansion over the next five years. Dollar General Markets, which include fresh fruits and 
vegetables, are expanding rapidly in Kentucky with about eleven stores across the state 
as of early 2021. These locations are not in high-SNAP issuance counties in Kentucky, 
but rather in rural locations in southern and central Kentucky. Dollar General traces its 
roots back to Scottsville, KY and much has been invested in Kentucky as Dollar General 
has expanded. There may be an opportunity for local foods partnership in the future.  

CW-owned IGA’s have been identified as a key partner in Kentucky Double Dollars retail 
expansion by stakeholders. The Manchester IGA in Clay County offered the program in 
2020 for the peak summer months and Salyersville IGA in Magoffin County is on track to 
join Kentucky Double Dollars in 2021. Floyd and Menifee Counties also have CW-owned 
IGAs. All four locations’ SNAP issuance data is below. While Floyd County is in the top 8 
Kentucky SNAP-issuance counties in terms of total issuance, the other three locations 
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are not. However, greater percentages of the population are using SNAP compared to 
other counties in Kentucky.  

Table 9 SNAP Benefits for proposed IGA locations as of January 2021 

County SNAP % 
Population  

SNAP Total 
Households 

SNAP Total 
Issuance 

Clay (Manchester) 35% 3,420 $1,471,739 
Floyd (Martin) 30% 4,904 $2,147,844 
Magoffin (Salyersville) 32% 1,951 $828,679 
Menifee (Frenchburg) 23% 698 $313,452 

 
Product Availability for Retail Expansion 
One of the key elements for retail expansion is verifying that there are sufficient local 
food producers who can supply Kentucky Double Dollars retail stores with fresh fruits 
and vegetables. Reviewing the 2017 USDA Ag Census data and Kentucky Horticulture 
Council’s list of GAP-audited farms gives a picture of the local food supply by county. 
Census data is summed below to assess supply in 6 different regions, focusing on the 
top eight SNAP counties outlined previously. Data was totaled for each target county 
along with all counties that touch that target county. Kenton County was the exception, 
including six counties in the Northern Kentucky region (Boone, Kenton, Campbell, 
Gallatin, Grant, and Pendleton) instead of only the four bordering Kenton. 
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Table 10 Key Indicators for Farmers Available to Supply New Retailers 

  
Jefferson Fayette NKY 

Warren & 
surrounding 

Pike & 
Floyd 

Laurel & 
Knox 

Farms Selling 
Directly to 
Retail Markets, 
Institutions, and 
Food Hubs for 
Locally or 
Regionally 
Branded 
Products, 2017 

48 58 30 71 6 32 

Sales of 
Agricultural 
Products Sold 
Directly to 
Retail Markets, 
Institutions, and 
Food Hubs of 
Locally or 
Regionally 
Branded 
Products, 2017 

$1,137,000  $3,860,098  $132,000  $1,700,000  $8,000  $468,000  

Vegetable 
Farms, 2017 

186 210 169 240 77 180 

Vegetable Sales, 
2017 

$2,916,000  $2,650,000  $1,753,000  $5,645,000  $162,000  $3,570,000  

Fruits, Tree 
Nuts, and 
Berries Sales, 
2017 

$422,000  $651,667  $205,000  $752,640  $19,000  $524,667  

Direct to 
Consumer 
Sales, 2017 

$2,287,000  $5,019,000  $1,855,000  $3,087,100  $227,000  $2,777,000  

GAP Audited 
Farms, Feb 8 
2021 

2 4 1 52 0 2 

(NASS - National Agricultural Statistics Service) 

The top two rows of the preceding table details the number of farms and the value of 
sales of agricultural products sold directly to retail markets, which gives a sense for each 
area’s ability to source locally for retail stores. Jefferson, Fayette, Warren, and 
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surrounding counties have substantial farms and sales in retail markets. This suggests 
that the local food system supporting farm to retail sales already exists in some 
capacity.  Direct-to-consumer sales and vegetable and fruit production can also be an 
indicator of the local food system. These can be viewed as production that could 
potentially move into local retail market channels. Using this data as a measure, it is 
likely that Kentucky Double Dollars would face the biggest obstacle sourcing local 
vegetables and fruit for retail sales in Pike and Floyd Counties. Whether or not retail 
stores require a third-party GAP audit would also strongly influence the ease of local 
sourcing.   

Supply Chain Factors 
Supply chain infrastructure is a barrier to retail sales of local food in some areas of 
Kentucky more than others. From our analysis of the current sales channels, we see the 
“target counties” of Jefferson, Fayette, Northern Kentucky, Warren, Laurel, and Knox all 
have sufficient infrastructure to meet the need of the Kentucky Double Dollars 
expansion over the next five years. These areas have substantial local food production 
within range of the identified retail partners to make direct store delivery economical. 
Should aggregation and distribution need to happen through a more sophisticated or 
simplified system, the producers could consider either taking on the ordering, 
aggregation, and delivery themselves or selling product through a distributor. All of the 
counties listed above have access to at least one distributor, Creation Gardens/What 
Chefs Want, that works with local food producers and secures source-identity through 
the supply chain. Creation Gardens is becoming the premier distributor of local foods in 
Kentucky, with distribution routes covering most of the state. However, Floyd and Pike 
Counties are not in Creation Gardens’ regular service area. Other potential distributors 
in eastern Kentucky include PDQ Sales & Service (formerly Jackson Wholesale) and 
Laurel Grocery.  

The local food supply chain becomes more difficult to navigate looking into Eastern 
Kentucky retail expansion. Target counties of Pike and Floyd and anticipated CW-owned 
IGA counties Floyd and Menifee have varying levels of production suitable for retail 
sales, limited distribution options, limited local-sourcing grocers, and increased distance 
from producer to store, which may make retail sales practically and financially 
unsustainable. If expanding the Kentucky Double Dollars retail partnership in Eastern 
Kentucky, the supply chain will need to be supported and strengthened at varying 
points. Farmers may be able to combine deliveries from different farms to keep from 
duplicating routes and avoid costly aggregation facilities. The Kentucky Double Dollars 
team should keep exploring Eastern Kentucky retail partners but recognize that it may 
take substantially more investment in terms of coordination. Additionally, the identified 
stores do not have existing local sourcing relationships, so those will be built from the 
ground up with carefully cultivated relationships. 
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These obstacles could be overcome by involving existing distributors who don’t work in 
the local food chain currently or by finding the right producers who are willing to scale 
up and deliver or to aggregate product when feasible. At least two producers in the 
region with robust delivery routes do have who would potentially be interested in 
adding more aggregation and delivery to their routes.  

Key Considerations and Recommendations for Growth at SNAP Retail Locations 
To date, the launch of Kentucky Double Dollars with retail partners has been operating 
as a pilot project given the range of retailers being considered and their different ways 
of operating. Going forward into expansion, it is important that the groundwork for 
success be laid now. To expand the retail relationships with the program in a sustainable 
way, the program should consider the following:   

For maximum farmer impact and Kentucky Double Dollars redemption, prioritize retail 
locations in Jefferson and Warren Counties for the upcoming 5-year expansion. 
Focusing efforts here should provide a lot of “bang for the buck” and should be 
smoother to implement with the existing local food system. Thereafter, focus on 
expanding Kentucky Double Dollars in the other top seven counties outlined in this 
report.  

A key component to a retail store’s success with the Kentucky Double Dollars program 
is the amount of EBT redemption in the store. The retail stores mentioned in this report 
have varying levels of EBT redemption. It is important to keep in mind that there will 
likely always be a strong difference in EBT redemption between natural foods stores and 
other retailers. Making sure that identified stores accept EBT and are willing to grow 
their EBT customer base and promote the program to customers is critical.  

The second key component to Kentucky Double Dollars program success is identifying 
retail partners that have a steady and abundant supply of Kentucky fresh fruits and 
vegetables that are eligible for the program vouchers. It is a hinderance to the 
programs’ success to only offer Kentucky Double Dollars for a select few months of the 
year. Because of this, retail stores should be identified that have a minimum of local 
produce for 4 months (likely June through September) per year, with the goal of 
sourcing local for 5-12 months within the first three years partnering with Kentucky 
Double Dollars.  

The target Kentucky farm beneficiary of the Kentucky Double Dollars program needs to 
be clarified. Stakeholders have expressed the need to be a Kentucky-owned business for 
participation in Kentucky Double Dollars. This could prove to be challenging because 
Kentucky ownership is not a criterion of local foods in the current marketing system in 
Kentucky. Customers and retailers should be able to clearly understand and promote 
the produce eligible for the program and not be hindered or confused in their local 
definition.  
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Investment from the retail partners into the program should be required. It is important 
that the program be equitable across all future options (farmers market, CSA, retail) for 
redemption. Retailers may have means for providing match through dollars or in-kind 
labor for promoting or educating their customers about the Kentucky Double Dollars 
program.   

Kentucky Double Dollars leaders should decide how voucher incentives should be 
administered going forward. Instead of leaving it up to each individual retailer, the 
program staff should work with the retailer to move closer to a uniform system of 
voucher management, which is likely electronic and not the paper voucher system.  

Innovative Models 

To understand the future of the dollar dollars program, research was performed on 
different models, including CSA subscriptions.  By looking at national programs, 
including Double Up Bucks and other state incentive programs, Kentucky Double 
Dollars can benefit from successful programs and avoid potential pitfalls.   

Community Supported Agriculture Inclusion 
When community supported agriculture shares first began, most CSAs required 
payment at the beginning of the season.  Due to the SNAP requirement that food must 
be received within 14 days of the purchase, CSAs have, historically, been difficult to pay 
with SNAP benefits.  For WIC and Senior Farmers Market Nutrition Programs, the limited 
amount of incentives offered is generally too low to pay for more than 10% of a small 
summer CSA share, although some states, including Maine, Vermont, and Florida have 
used them for CSA shares.  Double Up Bucks has a program in at least 25 states and 
appears to be supporting CSA payment plans in many of those states. (Double Up 
America, 2021)  

In Vermont, the Northeast Organic Farming Association offers the Senior Farm Share 
Program by partnering with the Vermont Department of Disabilities, Aging and 
Independent Living (DAIL).  Project partners also include cooperative extension and the 
Vermont Department for Children and Families.  Housing site coordinators apply for the 
program and request a certain number of shares based on applications from individual 
participants.  The USDA Senior Farmers’ Market Nutrition Program funds are used to pay 
for the shares.  Housing sites are able to indicate if they have a specific farm that they 
want to work with for CSA shares.  Farmers must also be approved to provide shares.  
(Overview of the 2014 Vermont Farm to Family Program, 2015) 

In Massachusetts, the Department of Transitional Assistance is operating a SNAP CSA 
Pilot program, which is allowed by a waiver from USDA.  Only direct marketing farms, 
farmers markets, or non-profit businesses area allowed to participate.  For a SNAP 
recipient to participate, they must submit an approved retail/farmers membership 
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agreement.  If the retailer is also approved for Massachusetts’s equivalent of double 
dollars, then the recipient will earn those incentives automatically.  SNAP CSA clients 
may cancel their agreements at any time.  Massachusetts has also been able to waive 
the in-person EBT transaction requirement. (How to Participate in the SNAP CSA Pilot)  
The listed donors to Massachusetts incentive programs include three northeastern 
foundations, a large health care institution, a chain of gas stations with convenience 
stores, and the City of Boston.  (Healthy Incentives Program Donors)  

Some traditional CSA’s have begun to accept SNAP benefits by simply running the 
SNAP card on a weekly basis, rather than having the consumer pay up front.  Examples 
of this include Soul Fire Farm in New York, although it estimates that the farm loses 
approximately $1,000 per year by doing so.  (Soul Fire Farm) Although not clearly stated 
in the information provided, the losses are likely due to SNAP beneficiaries not 
honoring their weekly commitment for the entire growing season.   

Kentucky Double Dollars and Community Supported Agriculture 
During discussion with multiple stakeholders, the need and opportunity to include CSA 
as part of Kentucky Double Dollars was prominently discussed.  The Organic Association 
of Kentucky (OAK), which administers the Kentucky Farm Share Coalition program, is a 
potential partner for Kentucky Double Dollars and has expressed an interest in running 
a pilot program with CFA. OAK has a history of administering a program among CSA 
farmers within the same consumer pools while keeping tension between the farms 
minimal.  OAK accomplishes this by offering consumers a choice of farms based on how 
the farms differentiate themselves.  It is the same as offering Kentucky Double Dollars at 
a farmers markets and allowing the consumers to choose which farmers market booth 
to purchase from that day.    

During subsequent discussions, stakeholders determined the CSA shares will have the 
same match requirements as farmers markets, at 25% of the redeemed incentives.    
OAK has identified potential community partners to engage for support and does not 
anticipate a problem.  However, the issue of applying to accept SNAP online creates the 
greatest hardship for OAK. 

Currently, only larger retailers, such as Walmart, Aldi, and Amazon are able to accept 
online SNAP payments in Kentucky, and the future of piloting online SNAP purchases 
remains unclear.  At present, the most tenable solution seems to be to work with 
farmers who already offer SNAP redemption or whose pick-up location is at a farmers 
market that offers SNAP.  In this scenario, the farmers market or other pickup location 
would run the SNAP card for half the amount, issue tokens to the consumer, and the 
CSA provider would track the SNAP redemptions and their own double dollars.  Of 
course, a SNAP transaction log will be required from the farmer or the pick-up location, 
since they will turn in the report to OAK. 
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This scenario allows OAK to have participating farms without necessitating OAK acquire 
a FNS number and become s SNAP retailer, as OAK doesn’t cleanly qualify as a farmers 
market or a retail store.  To expand the pilot beyond organic CSAs, the Kentucky Double 
Dollars program may require another entity to create a similar program.   

Considerations for SNAP, WIC, Senior, and Double Dollars for CSA shares 

While OAK’s Farm Share Coalition track record speaks favorably of administering a pilot 
program, the possible perception of a CSA basket as a luxury item, out of reach for 
many low-wealth individuals, may have the added higher-end perception of USDA-
organic.  One retailer reported “organic” as an obstacle to buying produce, even though 
the product had the price adjusted to be competitive with conventional produce.  
Additionally, as the pilot expands, KDD will need to be aware of how the program could 
be run with farmers offering conventionally-grown CSAs, as well as the perception that 
KDD may have used organic producers to pilot a program before opening it up to 
conventional producers, whose prices may be lower.   

Additionally, farmers markets do not always favorably view CSAs.  There is a perception 
that a CSA can take away from the produce non-CSA vendors can sell, especially if the 
CSA is from outside of the county where the farmers market is located.  While those 
administering the double dollars program felt the additional burden was minimal, it 
does create additional paperwork for an already strained farmers market manager, 
farmer, or volunteer.   

Another option is to offer the program to farms that have a pick-up location that 
accepts SNAP as payment.  For example, if a CSA pick-up was located at a locally owned 
grocer or meat shop, then the shop owner could run the card and handle the tokens 
and double dollar vouchers for the farmers.  This also may incentivize local SNAP 
spending at locally owned meat, cheese, and other food retailers who already accept 
SNAP.     
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Outreach and Communications Strategy 

Marketing for the Double Dollars program is a challenge for good reason. The multiple 
nutritional programs all have different requirements, the KDD program serves multiple 
constituencies, and each operator of a Double Dollars program has different needs.  
Additionally, the program is decentralized with the operators of the benefits themselves 
operating independently from the larger organization supporting them.  Despite these 
challenges, however, the program can implement an intentional and well-planned 
marketing and communications effort that will assist the program in meeting its 
benchmarks and will help grow the program’s support network. 

Goals of a KDD Marketing and Communications Plan 

The program must recognize its multiple goals for a marketing effort for the program, 
from reaching beneficiaries to reaching stakeholders: 

1) Participation and/or Behavioral Goals:  Increase redemption rates by reaching 
more participants while increasing farmer and retailer participation.  

2) Revenue Goals:  Increase and diversify revenue sources for the program by 
reaching new and existing partners. 

3) Partnership Goals:  Develop partnership relationships to enhance achievement of 
program goals.   

4) Advocacy Goals:  Develop support for the program among key identified 
constituencies. 

Existing Marketing Efforts 

KDD’s current marketing materials are shared with local farmers markets and partners.  
Sheets for WIC, EBT, SNAP and SFMNP programs were created with information on the 
program in ½ and ¼ page sizes.  Color ads are available for SNAP, PEBT, WIC and 
SFMNP with similar information.  KDD created prewritten press release templates for 
each individual program, a trifold brochure with info on all the programs along with an 
outline of how to use the materials. KDD encourages operators to share the fliers with 
community partners.   

In looking at the participating farmers markets in the KDD program the websites and 
social media pages indicated that less than 50% mentioned the programs they accepted 
or the Double Dollars Program.  Of those, only about half mentioned the actual double 
dollars program. The other half just used an image of the program on their page 
without any description that could be found. On a positive note, those farmers markets 
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that did promote the program promoted with the materials provided by CFA and linked 
to the Double Dollars page.  

Retailers would be expected to have greater ability to promote the program given that 
they have more staff and have existing marketing plans.  However, the results varied by 
retailer. Good Foods Co-op had no obvious KDD marketing information on its website, 
blog, or social media. IGA Manchester had three social media posts explaining the KDD 
program. The message from Manchester IGA is that the program is designed to provide 
healthy food options to those in their community, who may be struggling in these 
challenging times, while also supporting local farmers. They mention that they are the 
first grocery store to partner with CFA and the KDD program.  

The current message from KDD promotes participants receiving twice the amount of 
food typically allotted with their program.  The promotions found were only of the 
program and that you could get more for your money.  Kentucky Double Dollars 
stakeholders indicated a desire to engage community, university, and state government 
entities to promoting the program.  While CFA encourages operators of the program to 
share the information with those mentioned, there is little ability to track whether that is 
occurring.   

Program stakeholders acknowledge many of these challenges by indicating such in the 
focus group session.  A consensus appears to be that statewide, there is little knowledge 
of the program.  The group felt that the program is not visible beyond the farmers 
markets and retailers it serves, lacking a broader reach to consumers, farmers, retailers, 
potential partners, and funders.  Because the program relies on local partners to be the 
messengers, the effort varies greatly from county to county, with some markets really 
becoming great advocates for the program and others largely silent on the program. 

Who needs to be reached? 

Currently, Kentucky Double Dollars relies on the organizations participating in the 
program – either farmers markets or retailers – to share information with their 
participants. Each outlet pursues their own method of marketing the programs to 
beneficiaries and other stakeholders.  

Supplemental Nutrition Assistance Program (SNAP) recipients  
According to the Center on Budget and Policy Priorities (CBPP), twelve percent of the 
Kentucky population are SNAP participants. As of 2018, Kentucky SNAP provided food 
assistance to 239,000 children, 70,000 people over the age of 60, and 290,000 age 18-59 
(Pugel, 2021). Of these individuals, 71% of the participants are low-income families with 
children, and 39% are in working families. Nearly half (44%) of SNAP participants 
income fall at or below 50% of the poverty level (Kentucky Supplemental Nutrition 
Assistance Program, 2021). These individuals currently use their benefits at grocery 
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stores or departments stores who sell food. The SNAP household state averages for 
SNAP benefits was $240/month in 2018. 

USDA research shows that SNAP households and non-SNAP households have similar 
shopping habits. Both groups of households spend about 40 cents of every dollar of 
food expenditures on basic items such as meat, fruits, vegetables, milk, eggs, and bread. 
Another 20 cents out of every dollar are spent on sweetened beverages, desserts, salty 
snacks, candy and sugar. The remaining 40 cents is spent on a variety of items such as 
cereal, prepared foods, dairy products, rice, and beans (Garasky, et. al, 2016). SNAP 
recipients are the largest group to be reached, and local organizations such as 
cooperative extension, local school family resource centers, and public libraries offer an 
opportunity to reach them through local organizations.  

There are 4,337 authorized retailers in Kentucky that participate in SNAP. They 
redeemed about $739.3 million in SNAP benefits in 2019. 

Seniors Farmers Market Nutrition Program (SFMNP)  
About 8.3 percent of the elderly population in the United States experiences food 
insecurity every day, and many others are in danger of falling into this category (SFMNP, 
2013).  Seniors who participate in the SFMNP program are typically on a low or fixed 
income, at least 60 years old and have household incomes of not more than 185% of 
the federal poverty level. The U.S. Department of Agriculture Food and Nutrition Service 
reports that over 800,000 seniors across the US receives SFMNP benefits each year. For 
2019, Kentucky received $314,197 in grant funds designated for 13,360 seniors that 
participated in the SFMNP program; the season benefit level for seniors was $28. Across 
the Commonwealth, there are 854 farmers who participate in the SFMNP program, as 
well as 106 farmers markets (SFMNP USDA Profile Data).  

These individuals are typically on a low or fixed income over the age of 65. Many of 
these already visit farmers markets because they are more likely to cook at home with 
fresh produce.   

WIC recipients 
Participants in this program are low-income pregnant women and families with small 
children (under the age of 5).  This program helps to purchase formula for infants up to 
one year old; fruits and vegetables, milk and other nutritious food for pregnant women 
and children. Nationwide, there were 8.8 million women, infants, and children enrolled 
in WIC in 2016. Nearly all (98 percent) of the WIC participants had an income at or 
below 185 percent of poverty level (Thorn, et. al, 2016) Across the Commonwealth, there 
are 826 farmers who participate in the WIC FMNP program, as well as 91 farmers 
markets in 80 counties that accept WIC farmers market vouchers (WIC FMNP USDA 
Profile Data). According to Kentucky Cabinet for Health and Family Services, each 
summer, local health departments issue vouchers worth $16 to eligible WIC FMNP 
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recipients for the purchase of locally grown fruits, vegetables, and fresh-cut herbs. In 
2019, the WIC FMNP program food cost totaled $180,041 servicing 9,125 participants. 
The local health department issues these benefits.  There is a WIC app that individuals 
can use to see their issuance date as well as their available foods.  

Farmers  
Farmers participating in the program fall into two categories that overlap:  1) Farmers 
participating due to the increased sales associated with accepting vouchers and the 
accompanying Double Dollars and 2) Farmers participating due to the desire to support 
a program providing community benefit to populations in need.  The culture of the 
market in which farmers are selling has an impact on their view of the program and the 
level of outreach that the market itself does to reach these populations.  If the market 
has a strong community-facing focus, farmers are more likely to recognize the dual 
benefit offered by these programs to their bottom line and to their community.   

Retailers  
Retailers participating in the program receive additional revenue through increased 
sales, but thus far, the sales increase has been minimal. As retail expansion occurs, 
retailers may see an opportunity to differentiate themselves from other entities by 
promoting this program.   

Community Partners  
Community organizations and leaders do not appear to be aware of the program and 
little outreach is being done to bring them in as partners despite the program’s ability 
to be a win-win-win for local communities given its positive impact on program 
beneficiaries, farmers, and local economies.  While some markets are doing effective 
outreach to community partners and are successful at converting support into in-kind 
and financial support, most markets have not engaged with community partners and as 
a result, are not prepared to ask community partners to support the program through 
support.   

Community organizations and leaders to be engaged include the following: 

1) Local political leaders – county judge-executives, mayors, commissioners 
2) Educational leaders – school boards, teachers, family resource centers  
3) Economic development leaders – chambers of commerce, other businesses 

(particularly pharmacies and medical centers), economic development officials 
4) Local agency leaders – health departments, local seniors centers 

Organizational Partners  
The project has engaged multiple organizational partners, such as the Foundation for 
Healthy Kentucky and WellCare, recognizing the program’s benefits related to health in 
a state that needs such efforts.  However, a strategy is needed to explore the 
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development of potential organizational partners focused on healthcare benefits and 
economic benefits.  Additionally, efforts engaging cooperative extension and the 
Cabinet for Family and Consumer Services are happening at the county levels without 
strong organizational support at higher levels.   

Policymakers  
Policymakers affecting this program are at the federal, state, and local level.  With 
regard to marketing, this strategic plan will focus on policymakers at the state level 
given the program’s past receipt of agricultural development funds and the current 
interest in developing support for statewide funding similar to what other states have 
done.  While the program has been successful at securing state agricultural 
development board support, it recognizes the unpredictability of that support.  
Decisionmakers who approved that support appear to have an incomplete picture of the 
program, who it benefits, and its potential to expand to benefit more.   

Messages and methods for each target 

Beneficiaries of the program (SNAP, WIC, and SFMNP recipients):   

Message:  You can receive double program [SNAP, Seniors, WIC] benefits at 
[outlet].   

Beneficiaries of the program must be reached through community partner 
organizations and promotional efforts that include the use of social media, and 
especially emphasize social media groups and pages that are frequented by 
program beneficiaries.  Promotional efforts should be geared toward SNAP 
recipients particularly.  Seniors have high levels of participation and redemption 
in the program currently, so additional time and resources to move the rate from 
80% to 95% will be expensive and result in little additional redemption.  WIC 
rates are low, but efforts to reach SNAP recipients via social media and through 
partners will have carry-over effect on WIC recipients.   

Farmers: 

Message:  Bring more people to your market, increase sales, and improve your 
community’s health. 

As mentioned above, farmers engaged in the program respond to one or both of 
the key messages related to increased sales and community health. However, an 
understated benefit of the program is also bringing more people to the market, 
which reinforces that the market is a destination for food in the community.  
Successful markets are vibrant with crowds, and while no one loves standing in a 
line, lines show that what is being sold has value.  For annual trainings with 
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farmers, materials should be provided that helps them understand the financial 
impact on their market and the benefit to their local community. 

Retailers:  

Message:  Give yourself a competitive advantage over larger retail chains while 
showing your support of local farms. 

The Kentucky Double Dollars program can help attract SNAP customers to 
independently-owned retailers if SNAP customers understand they can have 
more food money to use by shopping at participating stores.  During a time 
when small grocery stores face increasing pressure from both larger retailers, 
such as Kroger or Wal-Mart and small foot print stores, such as Dollar General, 
this gives them an advantage that neither can offer.  In addition, it helps show 
them as truly local supporters of the local community and local farmers.   

Community Partners:  

Message:  Increase local economic opportunities by keeping federal benefit 
dollars flowing in your community while helping farmers sell fresh, local product 
to locals. 

The trifecta benefit of the program needs to be conveyed through some of the 
same materials provided to the farmers at their trainings with regard to the 
financial benefit to the market and the community, along with numbers 
associated with increased customer counts or federal transfer program funds 
spent locally. 

While economic impact results of the program may suggest not pursuing this 
approach, the compelling aspect is this:  Federal transfer payments will be spent 
somewhere, and wouldn’t we prefer it be spent here with local farmers and 
retailers rather than at big-box retailers? 

Examples: Healthcare facilities, religious entities, and community aid 
organizations, local SNAP-ED personnel, family resource centers and schools, 
local health departments, local senior centers, local housing authorities, local 
chambers of commerce, county officials, mayors, local business leaders 

Organizational Partners:  

Message:  Join an established, well-regarded program that succeeds in improving 
health among targeted individuals, improving farmer income, and building 
community wealth, a program that needs your help. 
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Organizational partners for the program also respond to the trifecta of benefits 
of the program.  However, their involvement need to be cultivated and expanded 
while also giving them an opportunity to bring their unique resources to the 
table.   

Examples:  UK Cooperative Extension, Kentucky Cabinet for Family and Consumer 
Services, Foundations listed in the match section of the report  
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Marketing Action Plan with Tactics Identified to Implement 

Strategy:  Enable local markets to engage more effectively with local 
stakeholders, creating more local support within the community, spreading the 
word to more participants, and creating a base on which to fund-raise. 
Tactics: 

• Create one-page fact sheets with talking points on the program to provide to 
local leaders. 

• Create an outreach calendar for all markets and retailers to follow to promote the 
program along with the supporting materials. 

• Prepare social media posts for markets and other partners and coordinate the 
reach. 

• Require markets to report on their outreach. 

Strategy:  Develop regional and statewide programming to be shared by all 
partners at key points during the year, to be amplified by markets and retailers. 
Tactics: 

• Prepare press and social media lists and calendar for year. 
• Contact press in different markets, providing opportunities for local partners to 

receive credit for the program and its benefits.  

Strategy:  Develop outreach goals for major partners.   
Tactics:   

• Set a goal per month of major partner to be approached for support. 
• Schedule meetings to brief them on the program. 
• Create leave-behind materials targeted to major partner. 
• Follow-up with phone calls to solicit support. 

Strategy:  Enhance existing marketing packet with strong storytelling.  Stories 
should come from the three angles:  1) Enhancing food access; 2) Enhancing 
farmer income; and 3) Enhancing community and local economic opportunities.  
The stories should talk about people who were affected by the program. 
Tactics: 

• Use market reports to generate quotes (that may need to be anonymized) and 
photos that can be used by markets and supporters. 

Strategy:  Evaluate use of non-traditional partners and support, such as churches. 
Tactics:   
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• Pull together a small committee of markets working with local churches or other 
non-traditional partners. 

• Host a Zoom call with these markets to talk about working with these non-
traditional partners. 

Strategy:  Develop specific materials that are geared toward retailer needs.   
Tactics:   

• Request the use of cash register aisle space,  
• Develop and promote the list of retailers using the program along with the 

partnering farms. 
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Metrics Tracking 

Metrics tracked is a reflection of the emphasis of a program and is the outcome of 
pursuing the program goals.  As such, metrics should reflect both the goals of 
increasing farmer income and providing healthy, nutritious food to low-income 
populations.  Currently, CFA is tracking the following metrics to estimate KDD program 
impact:   

• Number of farmers markets, Fresh Stop Markets, and retail markets participating 
in KDD; 

• Number of farmers impacted by KDD; 
• Amount of SNAP and FMNP vouchers redeemed at farmers market and Fresh 

Stop Market sites; 
• Amount of KDD issued and redeemed at different sites; 
• Annual increase of SNAP fruit and vegetable purchases at farmers markets; 
• Number of low-income consumers participating; and 
• Number of consumers reporting healthier eating habits. 

From the producer end of the data, accurately measuring increases to farm sales and 
impacts on net income is difficult.  Producers often do not want to share individual farm 
sales information.  While participating farmers markets aggregate individual farm data 
for annual gross sales, this does not reflect whether the farm increased their overall 
production and net income as a result of the project.  If demand at a farmers market is 
increasing as a result of the project, farmers may simply cut out another sales channel, 
such as a restaurant, in favor of serving marketing channels with higher margins, such as 
farmers markets.   

Increasing the number of sites that distribute and redeem KDD has the potential to 
increase the number of farmers impacted and the number of low-income consumers 
impacted.  However, having additional sites participating with KDD doesn’t necessitate 
either benefit, as the site still has to attract new consumers and additional sales, not just 
replace existing sales.  Actual increases in impact can only be measured by increases in 
net farm income and the beneficiary’s behavior changes.   

Measuring beneficiaries’ behavioral changes is the most challenging metric to track, as 
people often do not accurately report their behaviors over extended periods of time.  
Since the interest is not in reporting overall energy intake, but in how often certain 
foods are consumed, a survey instrument that spans the last week or month, a food 
frequency questionnaire, will likely yield better data (Subar, Amy F, 2015). To decrease 
the burden on beneficiaries, a screener profile can be used.  It requires less than 15 
minutes.  Generally, screener profiles are used to assess particular aspects of the diet, 
including frequency of eating certain foods. (Screeners at a Glance). For health related 
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funders, this type of assessment, which can indicate behavioral changes over time in 
reference to the number of fruit and vegetable serving eaten per day, may yield the 
most valuable data.  However, in order to have enough surveys from different locations, 
these surveys will have to be undertaken over the course of each year and emphasized 
at each location participating in KDD. 

Key questions in the survey include both behavioral and nutritional changes: 

1. How long have you participated in the Kentucky Double Dollars program? 
2. What federal, state, or local food supplement programs do you receive? 
3. In the last week, how many ½ cup servings of vegetables did you consume daily? 

[include examples of vegetables] 
4. In the last week, how many ½ cup servings of fruits did you consume daily? 

[include examples of a serving of fruit] 
5. Before participating in KDD, how many ½ cup servings of vegetables did you 

consume daily? 
6. Before participating in KDD, how many ½ cup servings of fruits did you consume 

daily? 
7. Before participating in KDD, how often did you purchase food grown locally? 
8. In the last month, how often did you purchase food grown locally? 
9. How much do you spend per purchase on local food? 

The questions above will help determine both nutrition and buying habit of the 
program participants.  The questions above follow the guidelines laid out from NIFI for 
GusNIP consumer beneficiaries. (Core Metrics - SNAP Incentive Programs)  

For farmer impact, the program should focus its data gathering on markets with high 
redemption rates, especially when compared to prior year baselines to determine 
impact associated with increased marketing and outreach on the program. 

For community impact, the health benefits to consumers and the income benefits for 
farmers need to be combined with the benefits associated with food dollars being spent 
with individuals and businesses that are owned locally, pay local property taxes, and 
support other local and regional businesses.  While the data can be used to support this 
angle of the program, local decision-makers will be important validators of this 
approach when considering how to shore up support from foundations and other 
stakeholders.   

Marketing Metrics  

To manage the marketing and communications program, the program should gather 
data to help it gauge the effects of the program and make adjustments.  The data 
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should include the following measures of outputs (actions taken) and outcomes (on the 
ultimate beneficiaries) of the marketing efforts: 

1) Number of external funding contacts made by the program  Amount of 
external funding secured for the expansion of the program 

2) Number of outreach contacts made by individual markets  Support provided 
by community/local partners 

3) Number of press contacts made by the program and participants  Articles 
published in online, print, or other outlets 

4) Number of social media posts by the program and participants  Level of 
engagement and organic reach 

The ultimate outcome should be increased awareness of the program and popular and 
targeted support by the program by stakeholders.  Additionally, the four layers of goals 
for the marketing plan should be measured through increased redemption rates by 
reaching more participants; increased and diversified revenue sources for the program 
by reaching new and existing partners; improved partnership relationships to enhance 
achievement of program goals, and support for the program among key identified 
decision-makers. 

Program Management and Administration 

Staff Capacity 
To successfully implement the program, there needs to be at least 2 full-time equivalent 
(FTE) employees devoted to the program: 

1) Management of the program (1.0); 
2) Outreach and marketing the program (0.5); and 
3) Retail expansion and coordination (0.5). 

Additionally, three individuals are needed to provide partial support to farmers markets 
and retailers through technical assistance.  These positions operate currently as part of 
the Farmers Market Support Program. 

The primary person staffing the KDD program will be the Food Access Program 
Manager, who will oversee the program administration and deployment, including data 
collection and assisting in advocating for the program among different classes of 
constituents and partners.  In addition, a Retail and CSA Food Access coordinator will 
need to spend approximately 20 hours per week managing retailer partners, supplying 
farmers, and monitoring reporting requirements.  Included in this position is working 
with Bluegrass Farm to Table and OAK personnel as new retailers and CSAs are 
identified and brought into KDD.   
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To expand the program successfully, marketing will be key.  To that end, KCARD 
recommends devoting 0.5 FTE, or 20 hours per week, developing marketing materials 
and implementing the tactics identified in the marketing and communications plan.   

The remaining three positions will help farmers markets and Fresh Stop Markets 
navigate reporting requirements, including helping them increase local funding and 
other programming support, such as nutritional programming through cooperative 
extension offices, working with family resource centers, and creating a community-wide 
campaign to increase KDD program visibility.  This work will be coordinated closely with 
the marketing plan for the program.  These positions will be responsible for helping the 
markets recognize their role as active agents of the program and not passive recipients 
of the program.  The addition of a third full-time FMSP coordinator reflects outreach 
into western Kentucky.   

 

Financial Forecasts 

To better understand the needs required for an expansion of up to 100 total farmers 
markets accepting SNAP, 10 retail locations, and up to 7 CSA’s, the following enrollment 
assumptions were predicted.  The most time-intensive metric will be adding farmers 
markets and Fresh Stop Markets to accept SNAP.  While ambitious, after 2022, the 
growth slows and assumes that CFA and its partners will have developed a internal 
efficienies to streamline reporting and accessing local capital to support direct-to-
consumer markets and their managers.   

Table 11 Locations offering Incentive Type by Year 

  2021 2022 2023 2024 2025 
Number of locations           
SNAP FV           

Farmers Markets & Fresh Stops 27 50 65 85 100 
Retail 6 7 8 9 10 
CSA 2 3 5 6 7 

SNAP MED           
Farmers Markets 18 18 18 18 18 

SFMNP           
Farmers Markets 47 49 52 54 57 

WIC FMNP           
Farmers Markets 37 42 47 52 58 
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Five-year operating budget projection  
Developing a five-year operating budget for the program, the absence of GusNIP 
funding in 2025 is glaring.  Incentives start at 42% of the total CFA program expenses, 
and will make up 58% of total program expenses by 2025.   

 

Table 12 Kentucky Double Dollars Five Year Operating Projections 

 

  2021 2022 2023 2024 2025 
Income           
KADF $129,422 $147,051 $105,973 $100,675 $95,641 
USDA FINI $162,656 $362,211 $408,184 $507,416   
WellCare $20,000 $20,000 $20,000 $20,000 $20,000 
Foundation for Healthy KY $15,386 $15,386 $15,386 $15,386 $15,386 
CFA General Support $59,439 $82,025 $82,025 $82,025 $82,025 
Totals Income $386,903 $626,673 $631,568 $725,502 $213,052 
            
Expenses           
Incentives Redeemed           
SNAP FV           

Farmers Markets $71,974 $92,937 $120,818 $157,063 $204,182 
Retail $27,000 $52,000 $67,000 $77,000 $92,000 
CSA $15,569 $24,200 $30,250 $34,788 $40,006 

SNAP MED           
Farmers Markets $14,422 $14,422 $14,422 $14,422 $14,422 
Retail           

SFMNP           
Farmers Markets $59,443 $62,416 $65,536 $68,813 $72,254 

WIC FMNP           
Farmers Markets $16,985 $19,363 $21,686 $24,072 $26,479 

Total Incentives $205,394 $265,338 $319,713 $376,158 $449,343 
            
Other Program Expenses           
Farmers Market Manager Cost 
Share $130,000 $146000 $79,395 $92,281 $108,170 
Incentive tokens $500 $621 $783 $992 $1,265 
Incentive vouchers $500 $1,411 $1,801 $2,070 $2,445 
EBT Access $1,000 $4,897 $6,202 $7,557 $9,354 
Total Program Expenses $132,000 $152,929 $88,181 $102,901 $121,233 
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Operating costs           
Administration           
CFA Personnel           

Executive Director $20,379 $30,643 $30,643 $30,643 $30,643 
Food Access Program Manager $22,230 $34,287 $34,287 $34,287 $34,287 
Retail and CSA Coordinator  $11,115 $17,144 $17,144 $17,144 $17,144 
Marketing and Outreach $11,115 $17,144 $17,144 $17,144 $17,144 
FMSP Personnel $52,130 $65,163 $65,163 $65,163 $65,163 
Grants Manager $7,890 $6,926 $6,926 $6,926 $6,926 
Admin Resource Manger $4,690 $1,863 $1,863 $1,863 $1,863 

Travel           
Food Access Program Director   $3,500 $3,500 $3,500 $3,500 
FMSP Managers $336 $336 $336 $336 $336 

Evaluator $16,834 $21,460 $21,460 $21,460 $21,460 
Total Operating Costs $146,719 $198,465 $198,465 $198,465 $198,465 
            
Income minus expenses -$97,210 $9,942 $25,210 $47,978 -$555,989 

 

Match Research 
Looking to other states, common sources for finding match to support FINI and other 
double dollars programs included a variety of options.   

In Washington, the program is funded partially by a sweetened beverage tax, which was 
also designed to improve the health of Seattle residents by reducing the sales and 
consumption of sugary drinks.  The revenues raised are allocated to programs to 
increase access to healthy food and support children’s health and learning.  Other 
sources of funding in Washington include the Washington State Department of Health 
and the Kind Conservation District. (Fresh Bucks Seattle, 2020).  

In 2019, the Oregon State Legislature made a one-time appropriation of $1.5 million to 
fund the Farmers Market Fund, with support of the expansion of Double Up Food Bucks 
for two years. (Double Up Food Bucks, 2021). This appears similar to the biennial 
application cycle in Kentucky to the KADB.  Michigan has also used state appropriations 
to support their Double Up Food Bucks program. (Hamilton, W., 2019)  

In Kentucky, the locally produced portion of the program makes it more attractive to 
local economic development, especially if the economic impact can be demonstrated.  
One avenue of increasing the funding for the program is to treat farmers markets as 
incubators for farmers as entrepreneurs and classify the farmers market support team 
members outside of KDD.  This would open those positions up to funding from 
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agencies outside of awards specific to agriculture, including the USDA Rural Business 
Development Grant. Due to the high number of markets in Appalachia, a portion of the 
FMSP may also be able to work within an Appalachian Regional Commission or Just 
Transition Fund grant.   

Local funders engaged in community economic development and community support 
remain untapped, including most of the community foundations in Kentucky.  At this 
time, no community foundation provides direct support to CFA or Blue Grass Farm to 
Table for program support, although some provide support to local farmers markets.  
Working with community foundations will depend not only on CFA and BGFtT, but also 
local farmers markets, Fresh Stop Markets, and retailers to engage with and 
demonstrate impacts in their communities.  Building this local support is key to the 
longevity of the program.  

Those involved in the health industry must be included in expanding the program. 
Looking beyond health insurance providers, including WellCare and PassPort, who 
currently support the program, to hospital systems and local health care providers.  
Baptist Health in Kentucky has leaders that are supportive of both local agriculture and 
increasing the health of Kentuckians. 

If additional nutrition and economic data are collected, there are additional options for 
foundation funding.  National foundations whose missions align with Kentucky Double 
Dollars include: 

• Robert Wood Johnson 
• Newman’s Own Foundation  
• Humana Foundation 
• Anthem Foundation 
• Kresge Foundation 
• Mott Foundation 
• Bank of America Charitable Foundation  

In addition, national funders interested in supporting equal access to healthy, local 
foods and community development will be interested in the health and community 
development aspects of the programs.  The program coordinator should plan on the 
following steps: 

1) Finalize a performance metric tracking program to secure data confirming 
program ability to effect positive change on health, farmer income, and local 
economic development. 

2) Develop schedule for approaching funders, one per fiscal quarter. 
3) Coordinate approaches to funders with general CFA strategic plan. 
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Strategic Planning Questions and Key Findings 

What is the scope of the expansion? 

Kentucky Double Dollars can expand to 10 retail locations within the next five years, 
assuming they do not lose the retail locations in 2021.  Two to three of those locations 
will be farm stands that accept SNAP and have products from multiple farmers in stock.  
The retail locations will likely be six to seven in urban areas around Lexington, Louisville, 
and Covington, with the remaining store being either rural, independent grocery chains 
or farm stands.  To serve the rural population, focusing on farm stands that accept SNAP 
will be easier targets than trying recruiting grocery store customers. 

All of the recommended retail stores accept deliveries directly from farmers.  In 
addition, many of them already have relationships with farmers.  In past conversations 
with farmers, some are willing to aggregate product from other farms to fulfill supplies 
along routes they already have for a small fee.  Creating additional infrastructure in the 
next five years will not be necessary.  In previous work, KCARD has seen smaller, rural 
chains willing to redistribute to their stores if the farmer is providing a product that 
consumers want, such as specific fruits or vegetables.    

The important component for urban retailers will be marketing to SNAP consumers, 
who may not be already frequenting these higher-end stores.  However, the redemption 
rates and amounts at Good Foods Co-op in Lexington presents an excellent case study 
in increasing SNAP purchases in the store and helping them participate in the program.    

For the rural independent groceries, the marketing of local food and KDD needs to be 
increased.  In the urban locations, the local food market in retail stores is often already 
developed.  Choosing to use a few rural farm stands means that the program will be 
starting at a place where people are used to purchasing fruits and vegetables, and 
where some SNAP purchases are already being made.   

What is the incentive model? 

At retailers, the incentive model needs to continue as it currently operates.  Keeping the 
model to require that only the vouchers be spent on Kentucky fruits and vegetables 
allows the addition of local and nutritious items be added into the consumers diet 
without sacrificing their SNAP for foods that they may sincerely need.   If the program 
was to only double fruit and vegetable spending, then the program would have several 
negative consequences.  First, consumers may not be willing to spend $10 on fruits and 
vegetables when they need other items to feed their family.  Currently, the program 
adds to the benefits received without putting requirements on how they spend their 
existing SNAP money.  Second, depending on the retailer’s methods of distributing 
vouchers and the point-of-sale system, it may require more training for the cashiers.  On 
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the surface, the upside would be increasing the amount of produce and fruit sold for 
every voucher redeemed.  Comments from retailers about the perception that local or 
organic produce will be too expensive for SNAP consumers back up the perspective 
that, since they only have so much SNAP per month, that consumers would not choose 
to spend it on locally grown products.   

Including meat, eggs, and dairy at the retail level is more reasonable in urban markets.  
Those retail stores that are considering participating in double dollars already have 
some local meat, eggs, and dairy.  However, in most rural areas, stores do not carry local 
meat, with the exceptions of farm-owned stands local meat processor store fronts.  
Farm stands and potentially locally owned meat facilities that already accept SNAP often 
carry other local products for purchase, such as cheese. Much of the meat that is 
available on a local scale in rural Kentucky are pork and ground beef. Adding these 
products makes sense from a protein producer perspective, but may not resonate with 
potential funders of the program.  For rural Kentucky, implementing this a farm stands 
would increase the redemption and require less marketing to potential customers.  
KCARD has previously discussed SNAP redemptions with local meat processors, who 
reported SNAP to be a significant portion of their sales.   

Depending on the point-of-sale system, multiple ways to implement double dollar 
programs exist.  While the voucher system has worked well at Good Foods Co-op, it is 
labor intensive and requires more cashier time and training than using a point-of-sale 
system.  The POS system at the Manchester IGA required no input from the cashier, but 
it had a much lower redemption rate.  Unfortunately, the POS system at each location is 
different.  Fortunately, the National Grocer Association’s Technical Assistance entity is 
working with many different point-of-sale systems.  They are also working to get POS 
designers to incorporate some sort of mechanism that allows for double dollars 
incentives to be electronically issued and redeemed.   

While having it printed on the bottom of the receipt is convenient, additional marketing 
to consumers and training for cashiers will be necessary.  Because this automatically 
creates the “voucher” on the bottom of the receipt, cashiers will need to point it out to 
each customer.  Doing so means they must be well-versed in what the voucher can 
cover and when it needs to be redeemed.  Part of the training should involve talking to 
consumers in a way that reduces the stigma associated with SNAP benefits.   

What innovative models are we looking to pilot or expand? 
 

Within the next 5 years, the CSA model could expand to include up to seven CSAs.  
While the Fresh Stops Market model is innovative, it relies on a group of hardworking 
volunteers to implement the model and keep it running on a weekly basis, in addition to 
raising funds from the local community.  For the economically depressed and rural parts 
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of the state, securing community involvement and financial support remains difficult.  
However, for CSAs, OAK already has a pilot program working with multiple farms under 
an employee-voucher program.  If organizations, such as OAK, the Kentucky 
Horticulture Council, or Kentucky Department of Agriculture are willing to foster the 
CSA program and raise match for CSAs that accept SNAP, the program looks likely to 
work and similar to projects seen in other states. 

For meal kits or other models, the price premium may simply be too high.  According to 
Daily Kit, the average per person cost for a meal kit is $10 whereas SNAP per person 
meal allocation is $4 (Kumar, A., 2019). Potentially, the kits will be eligible for SNAP, but 
the price point may be too high for households on a limited income.    

What does a 5 year expansion plan look like for Farmers Markets? 

During stakeholder meetings and interviews, a few people mentioned being in 100 
markets by 2025.  For the program to have the greatest impact, most of those markets 
will need to be accepting SNAP, with an average redemption nearing the 2020 SNAP 
redemption rate, which was an 89% increase from the average per market SNAP 
redemption from 2017 to 2019.  Based on SNAP data and KDD sales data, such as the 
higher redemption rate at Fresh Stop Markets, the opportunity to involve SNAP 
recipients in farmers markets exists.  However, a targeted marketing campaign to bring 
SNAP users to farmers markets and Fresh Stop markets must be deployed across the 
state.  To increase KDD redemption and increase the number of markets offering SNAP, 
KDD will need to provide support to farmers market managers to handle securing SNAP 
equipment and keeping up with reporting.  Although several farmers markets and Fresh 
Stop markets offered SNAP F&V Double Dollars programs at the market, those tended 
to be at larger, well-established markets in more urban areas.   

Farmer buy-in at markets is high.  However, tensions between farmers market farmers 
and retailer farmers in rural areas pose a significant program threat. Tension can be 
mitigated by emphasizing growth in urban areas or areas where no farmers market 
recipient exists.  Most importantly, having all farmers markets, Fresh Stop Markets, and 
retailers understand the program as active participants benefitting both farmers and 
low-income community members will decrease potential tension.  At the same time, 
clear guidelines and criteria for each type of location must be established and 
emphasized to all participating locations.   

Key Findings  

Overall, stakeholders and participants both see the importance of KDD and see it as 
successful at serving farmers and low-income consumers.  KDD locations must be 
encouraged to be active participants in the program, with the story of how it benefits 
both farmers and the community emphasized.  The win-win-win nature of the program 
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has to be emphasized to all stakeholders to increase active program participation on all 
levels. 

To support telling the stories that can expand the program, one of the first steps 
necessary is the strengthen marketing and communications for the different program 
targets.  A staff member must be hired and devote to marketing for 20 hours per week, 
or .5 FTE, to create materials for and implement the strategic marketing plan for the 
different constituencies the program reaches.  This staff person will also need to track 
marketing efforts and progress in the metrics collected from program participants. 

While finding the match presented a hardship for markets in the most economically 
distressed counties, a few interviewees mentioned they had untapped capital resources 
because they lacked time, motivation, and the ability to develop funding relationships.  
Giving them the proper tools and buy-in to help fund and promote the program locally 
will enable long-term success and enhance program sustainability.   

The retail expansion needs to be targeted to urban areas, where retailers are already 
interested in the program and have the greatest number of SNAP recipients to 
participate.  To encourage rural retailers, using locally-owned grocers and farmer-
owned retail locations that already accept SNAP will have the greatest impact.   

Create an application for each entity type and consider combining Fresh Stop Markets 
and Farmers Markets, while creating an application or interest form for retailers and CSA 
partners.  Scoring criteria and guidelines to determine how locations are allowed or 
denied participation should be implemented by 2022.   

In order to secure either state or stable philanthropic funding, outcomes of the program 
must be measured.  Securing solid partnerships to gather that data and report on 
meaningful outcomes will be necessary to secure the future of the program.   

The Kentucky Double Dollars program has the potential to impact farmers, consumers, 
and the economy.  To achieve this, the story of the program must be told to all partners, 
the metrics that show impacts must be methodically tracked, and participants must 
actively engage in the program. 
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Appendix A. List of Interviews 

Name Organization Date 
Abner, Alexa Covington Farmers Market 1/26/2021 
Anderson, Emma Franklin County Farmers Market 1/28/2021 
Button, Brandi Bounty of the Barrens 1/28/2021 
Cline, Sarah SOKY Marketplace 1/26/2021 
Davidson, Alix The Food Literacy Project 1/28/2021 

Davis, Alison 
Community and Economic Development 
Initiative of Kentucky  1/25/2021 

England, Josh Lexington Farmers Market 1/28/2021 
Fox, Laura Beth Community Farmers Market 1/29/2021 
Friedrichs, Emmy Butler's Pantry 2/11/2021 
Horn, Valerie Letcher County Farmers Market 1/28/2021 
Howell, Michelle Community Farmers Market 1/29/2021 
Jenkins, Courtney Magoffin County Farmers Market 1/28/2021 
Jewel, Jeff Boyle County Farmers Market 1/28/2021 
Klingesmith, Jennifer Winchester-Clark Farmers Market 1/26/2021 
Lawson, Mickey IGA 2/3/2021 
Luchtefeld, Kat Good Foods Co-op 2/3/2021 
Mason, Ted National Growers Association Foundation 1/26/2021 
Miles-Wright, Kerry Rainbow Blossom Natural Food Markets 2/12/2021 
Moskowitz, Karyn New Roots 1/27/2021 
Neumann, James ValuMarket 2/16/2021 
Poitra, Rene Berea Farmers Market 1/26/2021 
Potter-Wright, Ashton Bluegrass Farm to Table 1/21/2021 
Richards, Martin Community Farm Alliance 1/29/2021 
Shepherd, Jeremy IGA 2/3/2021 
Spencer, Sharon Kentucky Department of Agriculture 1/26/2021 
Steffey, Brittany Community Farm Alliance 1/27/2021 
Stofer, John Beaver Dam Farmers Market 1/26/2021 
Thomas, Brenda Hardin County Farmers Market 1/26/2021 
Veatch, Ari Owen County Farmers Market 1/26/2021 
Waterstrat, Ford Producer 1/29/2021 
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Appendix B. Interview Questions 

What is your role in the KDD program?  
  

How long have you worked with the program?  
  

Why did you get involved with the program?  
  

What are some good things about program?  
  
Is the program succeeding at the goal of increasing healthy food access?    
Is the program succeeding at the goal of increasing producer income?    
What are some hard things about the program?  
How would you describe the program to others interested in being involved?  

  
How would you change the program?  

  
If there was more money in the incentive program, how would you implement it?  
  
If there were no financial support for a market manager, would you continue the 
program?   
  
How do you promote KDD to your customers?  

  
How do you promote KDD to your farmers?  
What percentage of a market manager's time goes towards implementing the program? 
Including their time spent keeping up with admin tasks, the day-to-day implementation, 
and marketing/promo.  
  
Do you see a place for program expansion?  

  
What needs to happen for the program to expand?  

  
Have you been able to supplement the program with local funding?   

If so, how did you fundraise?  
  

Where do you see the future of the program?  
  

What does a successful program look like in five years?    
What resources will it need?  Resources, staffing, outreach, etc.    
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